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In Defense of July Sales 


In What Other Way (an Novelties be -Merchandised ? 


By MURRAY C. FRENCH 


tional Bank, looked over his spectacles to see a 
young man standing in his doorway. 
“Come in, Mr. Fisher, and have a seat,” said he. 
“How’s the shoe business?” 
“Same as usual, Mr. Bennett, and I hope to make it * 
better.” 
“That’s fine! 
help you?” 


RR icoar BENNETT, president of the First Na- 


How can I 


ending it. I’ve made up my mind on that point. 
“Let’s see now. Isn't it true that the shoes you put on 
sale in July are the odds and ends of your summer stock 
—shoes that you know won't sell in September ?” 
“Yes, but July is only the middle of the summer. We 
should make folks pay full price then.” 
“Just how do you make folks pay full price, or any 
other price?” 
“T don’t know, but—” 





“IT don’t either. In fact, 





“Well, I’ve made up my 
mind to take the bull by the 
horns as it were, and cut out 
my habitual July sale this 
year. I know I'll lose some 
business, so I thought I had 
better ask if you would let 
me have an extra five thou- 
sand about the first of Au- 
gust to take care of some Fall 
bills.” 

“Certainly you may, but 
why eliminate the July sale?” 

“Mr. Bennett, don’t you 
realize that these January 
and July sales are what’s 
ruining the shoe business to- 
day? The profits we make 
in the early part of the sea- 
son all go to make up these 








it can’t be done. Business is 
done from the 
standpoint nowadays. 
long run the customer makes 
you sell at her price. A shoe 
that is suitable for only two 
months’ wear is worth less to 
the customer than that same 
shoe would have been worth 
two months sooner, even to 
Don’t 


customer's 
In the 


the same customer. 
you see?” 

“Yes, but it cost me just 
as much.” 

“True, but remember that 
a large part of what you 
charge customer you 
charge for style. When a 
shoe stays on your shelf too 
long, a part of that style- 


the 








tremendous July losses. It’s 
got to be stopped, and I’m 
going to do my share toward 


The customer cracks the whip. “In the long run,” says 
the author, “the customer makes you sell at her price’ 


worth evaporates, and you 
have no right to charge her 


[TURN TO PAGE 57, PLEASE] 























A window in the 

Shepard Store, Bos- 

ton, featuring the 

new house slipper 

as an accessory to 

the smart pajama 
suit 


Y ear 


is the rule by which 


summer as big a slipper 

selling season as_ winter. 

This is the statement of the shoe buyer for The Shepard 
Stores of Boston. He furthermore says that he does it 
by studying the style trend, and then telling the public, 
through his windows, about the smart occasions on which 
slippers are worn. He believes in making an advance 
showing of his summer time slipper sellers. He buys 
slippers the moment the first fashion flashes of “What’s 
What Footwear-wise” arrive from Palm Beach and the 
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At the left—Paisley pajama slip- 
per, in metal woven silk fabric, 
trimmed with maribou and lined 
with silk in one of the predomi- 
nating shades of the upper 


At right — Black satin mule with 
gold kid strap and heel piece. Lined 
with flesh-toned satin 
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ound 


, , By Properly Showing the-Merchandise __ 
‘ S HOW the Goods! Summer can be Made as Big a Slipper Lido, and arranges a spe- 


cial slipper trim during the 


the progressive re- Season as the Winter, Say «Merchants last week in April. He 
il sh h k . . 
tan noe merchant maces as Far Apart as Boston and California 


does not discontinue the dis- 
play of slippers with the 
spring months, but “keeps 
up the good work” right through the year, by means of 
interior show cases and more window trims. Result: 
Slippers are active numbers “right through the year” 
from the holiday season until January, in a rapidly 
rising swing ; then some selling all the time, until another 
“big boom” movement starts in May and continucs 
through June. 

In the old days a merchant would buy slippers in the 
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fall for the Christmas trade; after the holidays they 
would be relegated to the rear of the store or down- 
stairs in the basement, until the following November. If 
a customer asked for slippers, the merchant would try 
to find what was wanted; when, after a long period of 
searching, he finally did drag forth the required num- 
ber, he made the sale, provided the customer had not 
become tired of waiting and ‘had left the store in the 
meantime. Today, every merchant keeps his slipper 
stock sized up and accessible the year round. 

“A merchant can buy slippers, put them on his shelves, 
and. let the people pull them away from him,”’ said the 
Shepard Store buyer; “or, he can show slippers intelli- 
gently and sell them to the tune of ‘double headers.’ 
Everything depends upon suggestion. The well-in- 
structed salesman suggests slippers for travel; for vaca- 
tion wear, and for the bridal footwear wardrobe, as well 
as jor the negligee and pajama ensemble. During the 
past few years the nation has been surely sold on travel. 
One cannot glance at a newspaper without noticing ex- 
tensive advertising campaigns by railroads and steam- 
shi companies, telling about this, or that, trip. The 
whole world has been bitten effectively by the ‘going 


5 


bug. 

“But the big thought just now in ‘slipperdom’ is the 
style of the pajama suit and negligee for exclusive 
bridge parties, and other ‘smart’ house events,” con- 
tinued Shepard’s Shoe Buyer. “When a pajama suit or 
negligee has been glorified by the use of colorful, lus- 


trous satin or silk crépe, or chiffon and laces, as to its 
material, the pajama ‘boot’ and negligee slipper acces- 
sory must be just as ‘luxurious.’ 
disappeared from the old-fashioned classification of 
‘Felt and Fur-Trimmed’ for grandmas and tired, care- 
worn mothers, to creations of. rich 

fabrics for the fashionably dressed 

woman.” 


VISIT to the Boston house of 

Daniel Green Felt Shoe Co., 
47-year-old concern, which, when it 
started, made just two numbers—a 
button boot and an “old ladies” shoe, 
is an interesting study in the evolution 
of the house slipper. For instance, the 
new “Bridge” slipper of satin or crépe 
or aqua green or apricot or lavenders 
or 15 to 18 different stylish shades 
have a seven-iron leather sole; it is 


Red satin bridge 
slipper with red 
velvet bow, lined 
with gold satin. 
Leather sole and 
shapely heel. 


House slippers have , 


Black satin D’Orsay with satin 
lining to exactly match a negligee 
shade. The trim at the side also em- 
phasizes the color of negligee with 
which it is designed to be worn 
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worn on the street or for the dance, and is being sold at 
some of the leading stores throughout the country as a 
number to “match exactly” some color of the evening 
costume. A bridge slipper in red satin, with red velvet 
bow, has a gold satin lining and carries a 16/8 heel. 
There are bridge slippers in Chinese prints, in coral 
colors, in the French blue, as well as in black silk crépe 
and satin combinations. The Paisleys, in multi-colored 
shades, artistically blended, have marabou trims. Very 
stately are the tall “Cavaliers” and the “Juliets,” a very 
few of velvet, but for the most part of silk crépes or 
quilted satins. One of the new numbers noted was in 
salmon shade, white fur adorned. There are black 
brocaded satins and silk, models with satin or silk crépe 
lining in a color to match the lingerie. There are strap 
mules in bright colors of leathers, with backs which fit 
over the back of leg, many with gold kid trims; there 
are the D’Orsay patterns in silk crépes, with flower or 
ostrich trims. There are full-breasted heels and widths 
from AA’s to C’s; there are brocades in a wide range of 
colors, all in addition to the “pom-pom” leather, as well 


A warm “Comfy” in old rose felt 


as quilted creations. The ladies are 
not “having it all their own way” this 
year, for the men’s slippers have 
blossomed forth in new, bright colors 
of kid or patent leather trimmed; 
some have leather soles, others soft 
soles; there is also a new tapestry 
slipper for men, a “very modern edi- 
tion” of the old-fashioned carpet 
slipper uppers. Some of the men’s 
numbers have 4/8 heels. The chil- 
dren, too, are “slipperizing” with 
style, in calfskin and kid as well as 
the nullifiers, with chrome soft soles 
in bright reds and greens. 


Here’s Another Slipper Tip 


Santa ANA, CaL.—Typewritten letters are getting 
so common that their sales pull is being limited, believes 
R. C. Peterson. Still there is a chance to bring in new 
business by using the mails, if the element of surprise 
is injected, so the recourse to the personal hand-written 
letter. A few hours each week spent in writing these 
personal, friendly notes is well worth the effort. An 
excellent way to refresh one’s memory as to what to 

[TURN TO PAGE 62, PLEASE] 
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utUre of the Independent 


cAs Viewed by a Department Store 


HE subject of the future of the independent 
store could be dismissed with just two or three 


I think that so far as anybody has any 


words. 
lien on the future at all, the indepen- 
dent store has just as big a share in 
the future as the fellow who goes 
into a merger like ours. I think 
there is no question about. it. Of 
_ course, we must qualify that some- 
what, not only as regards the inde- 
pendent, but, also, as regards the 
chain or merger. I think that in 
order to give you my point of view, 
I, perhaps, have to go back a little bit. 

You know we had a great war. 
Half of the world was involved in 
that war. As a result of the war 
certain tremendous influences were let 
loose upon our economic system. You 
know that during the war years and 
most particularly in those years which 
immediately followed the war there 
was no trouble about selling merchan- 
dise. Anybody could sell it. 

Well, now, as we have progressed 
further from the emergency, from 
the set of conditions which developed 
this remarkable condition in the retail 
trade, its influence has been wearing 
off and, I think, today that there 
isn’t one among you who doesn’t 
recognize the fact that business is 
becoming a little more difficult. I 
think “that the trend toward mergers 
is absolutely inevitable, because one 
of the positive results—one of the 
definite results—which comes from a 
period when business is very easy and 
when expenses are rising and when 
the cost of merchandising is rising 
more or less continuously, then we 
get to that point that when we begin 
to deflate and we hold our expenses 
way up in the air. After you have 
brought people along from very 
modest salaries to what-are in this 
-trade very substantial salaries, what 


Chain Head 


By LEW HAHN 


Py as 


LEW HAHN 
President, Hahn Department 


Stores, whose varied career extends 
from gold mining in the West to 
editing a retail trade paper, to 
managing the National Retail Dry 
Goods Association for a number of 
years, and now to running the gi- 
gantic merger of department stores 
which bears his name. For years 
his analysis of retail trade condi- 
tions have been regarded as final 
authority. The views he expresses 
here were delivered by him in an 
address at the joint convention of 
department store, clothing and 
shoe merchants in Columbus, Ohio, 
recently 














can you do? You cannot cut the pay of people, or you 
lose their efficiency. Of course, we.say we try and get 
along with two people where formerly we had three, but 


we know how difficult that is to work 
out. I think that any man who has 
had any experience in the retail busi- 
ness at all will agree with me that cut- 
ting down expenses, reducing the 
expense rate in a retail store, in a de. 
partment store, especially, is one of 
the most difficult things in the world. 


ELL, now, the merchant feels 

this and, as in other businesses, 
[ think, you will find that every period 
of greater prosperity, when things 
begin to feather off a bit is bound to 
be succeeded by a period in which 
mergers come very prominently into 
the public eye. It is a natural thing 
to say, “If we could throw this busi- 
ness and thi sbusiness and this husi- 
ness together, we could reduce ex- 
penses ; we could do away with this; 
we could share this thing jointly and 
develop efficiency and all the rest of 
it and reduce expenses at the same 
time.” 

Now the second thing—and this is 
a very powerful impulse—I think, is 
the psychological thing. A_ great 
many merchants who five or six or 
seven or eight years ago were per- 
fectly content to run their own |oats 
themselves—didn’t need any company 
—today are wondering if they can- 
not put their heads together with 
somebody else. Perhaps, share some 
experience and share some expenses 
and together work their way out of 
the situation which, perhaps, doesn't 
look so promising to them as it did a 
few years back. 

Now, I think, as a matter of ‘act. 
in this great country of ours with: its 
115,000,000 or so of people, that we 
have a tremendous opportunity for 
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business and we will always have. I think the years we 
have come through have spoiled us. I think we have 
been used to having prosperity handed to us on a silver 
tray, and the moment we get out and work for busi- 
ness and put intelligent effort into getting business that 
we think we are badly treated and complain when, as a 
matter of fact, there is nothing to complain about. We 
are the most fortunate peo- 
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Why paint the front of your store red, because tie. 
chain store in competition has a store painted yellow or 
green or blue? Why take these things which the chain 
store can sell to better advantage than you can and allow 
them to draw you into battle on those things? Why not 
say by your attitude to the public, “It may be possible,” 
— I wouldn’t say it openly, but you can say it in a thou- 
sand ways, by your attitude 
—why not say to the public, 





ple in the world and we 
have opportunities for 
doing business which are 
positively unrivaled and, I 
think, if we just learn to 
accommodate ourselves to 
the gait that the public is 
going to strike, whether it 
senses great prosperity or 
possibly bad times, I think, 
we are going to do business, 
we are going to do it satis- 
factorily and _ profitably. 
And that obtains just as 
much for the independent 
merchant as it does for the 
who goes into a 


must do that. 


fellow 
merger. 





E have made the mistake of believing 

that anybody who has a little money 
and who can borrow a little more money and 
get a line of credit and set up a store there- 
after is entitled to stay in business all his life— 
that he must be maintained—the community 
That is all wrong. 
any of us, whether we are independent mer- 
chants or in a merger, who enjoy any franchise 
to serve the public except as we justify our- 
selves by our service to the public, interpreted 
in merchandise, in our ability to grab and to 
pass on to our public that effervescent thing 
that we call fashion, and so regulate our proc- 
esses that our charge for that service doesn't 
have to be prohibitive.” 


“What if they do sell sheet- 
ings two cents less than we 
do? They can't sell you 
gloves or hats like this.” 
They can’t sell whatever is 
your strength. 

I think that is the attitude 
the independent must pre- 
competition 
with the chain store. No 


There isn’t 


serve in his 


type of store can do all of 
the business, and chain 
stores must always take the 
I think 
store can not 


middle of the road. 
the chain 
bother itself with anything 
except those items that turn 





quickly. The public must 





I don’t believe in any line, 
as I have analyzed it, you 
can say that the chain stores ever put anybody out of 
business. I think there are a great many incompetents 
in the retail business who have put themselves out of 
business and, perhaps, largely through their own foolish 
efforts to compete with the particular things which have 
attracted the public to chain stores. I don’t believe that 
we do right as independents in attempting to copy the 
methods of the chain stores. They can teach us some- 
thing, true, and we are foolish if we don’t learn wher- 
ever we can learn, but if a chain store unit comes into 
your town and opens a store next to you or across the 
street, what do they do? They take some standard like, 
we will say, English sheets and they will feature them 
a cent or two cents under the regular price. And then 
what do all of the foolish merchants do? They imme- 
diately start to prove to the public that the chain store 
can not sell them cheaper than they can. The result is 


foreordained. The chain store, probably, possesses at 


. 4 price that merchandise which makes it possible for 


them to make a profit on it at any price. The indepen- 
dent does not. 


DON’T know much about cards, but I have picked 

up somewhere this phrase, “In certain circumstances 
we ought to play from the strength in our hands.”’ Weill, 
now, the strength in the independent hands, certainly, is 
not that type of competition with the chain store. I think 
the independent should fix the place and the time where 
he chooses to give battle and he should give battle in his 
own way or else he is licked. 


be served. It is up to the 
independent retailer to serve them. And I believe if we 
bring intelligence, if we bring energy, get up early in 
.the morning, then I don’t think it makes any bit of 


difference whether you are in a merger or out of a 
I believe for certain types of stores that there 


merger. 
are opportunities in mergers. 


BELIEVE the two great problems of the department 

store today are—and they have always been, but I 
think circumstances accentuate those problems today—I 
think those problems are to find a better method of con- 
trolling expense and a better method of controlling in- 
ventory. Those are not new problems. They are very 
definitely old problems, but we realize them a little more 
acutely than we ever did before. 

I think no man need worry about the future because 
of consolidations. If he is in business himself, if he is 
actively in business, if he is getting up early in the 
morning, if he is taking advantage of all of the myriad 
of channels of information which are available to him 
and to every man in business today and which so many 
disregard—if he is making every intelligent attempt to 
get his own personality, or the personality of his store, 
which may or may not be his own personality, across to 
the public, taking advantage of the fact that he is on the 
job, on the ground every day, that he has the chance 
to study this problem, then, I think, there isn’t any 
question that the independent retailer has a splendidly 
bright future before him, a future as bright as ever 


it was. 
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Another National Step Forward 


Boot & SHOE RECORDER: 
AND SHOE RETAILER 


FFECTIVE with the issue of August 3rd, two great publications, 

The Shoe Retailer and the BOOT AND SHOE RECORDER will merge 

their aims and purposes to furnish a broader service to a great indus- 

try. Not primarily a merger of two publishing properties—but a 
blending of two active forces to work as one for the good of all—a re-invigor- 
ating force strengthened for the work at hand at a time when betterment of 


business is most needed. 


There is something perfectly logical in this union—both papers have 
served the shoe industry for close to fifty years of effective business journal- 
ism—their paths contiguous, their functions parallel, their ideals mutual and 
their aims—inflexible devotion to the retail shoe merchant. 


Both papers—working for the same results—right thinking, fact find- 
ing, merchant-minded—combine to expand in usefulness and increased effec- 
tiveness under the new BOOT AND SHOE RECORDER. 


Much promise is in store for expanding editorial influence. And the 
two great circulations combined give to the advertiser for the first time com- 
plete penetration of the retail shoe markets. 


We feel as if our work has begun anew—a vigorous staff of men and 
women actively engaged in the educational (editorial) work and the distrib- 
utive (advertising) departments of the new BOOT AND SHOE RECORDER now 
serving the largest number of retail shoe merchant subscribers ever gathered 
together. It is a greater responsibility to that combined body of readers with 
inquiring minds—not satisfied to go on with only self-gathered knowledge of 
business methods and merchandise but eagerly wishing more light on the 


path to profit and prestige. 


No institution better understands the initiative action of the printed page 
directed at the merchant and manufacturer, for them in turn to educate the 
consuming public in the use, services and values of goods—than does the 
United Publishers Corporation, of which the BOOT AND SHOE RECORDER has 
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been a member for the past twenty years. Through this parent source we 
gather great strength in sharpening our mental tools against the grindstone of 
trial and test in other industries. 


Our headquarters therefore, at 239 West 39th Street, New York City, 
permits us to bring into this united business laboratory of industrial and mer- 
chandising practice those problems uppermost in footwear to be measured 
against the common practice of other great and successful industries. 


It is always of interest to men and women in this comrade-like industry 
of ours to know how things are done. Let it be known nationally that the ag- 
gressive vigor of the component parts of both papers will continue—a blend of 
qualities best suited for the busy man who wants facts with accuracy and 
terseness—an idea for an idea and a truth for a truth. And the new BOOT AND 
SHOE RECORDER is truly an inheritor of the traditions and accomplishments of 
The Shoe Retailer and is inspired by it to greater zeal in behalf of the industry 
it now exclusively serves—for by this combination it attains maximum circu- 
lation. 


When we merge our aims, blend our talents, broaden our views, and turn 
with the greater vigor of combined strength to our purpose—then do we serve 
fully and well. 


We take the expressions of approval which have already come to us, by 
the grape vine rumor route, as proof that‘the shoe and leather industries have 
watched our courses leading to this merger, and have given it their endorse- 
ment as in step with the concentration of printed page power—and we are re- 
ceiving daily new encouragements to continue as we have planned. There is 
a limit to the reading and advertising capacity of a trade now overserved in 
its business press. Concentrations are in order for there is added strength, 
two-fold, in the right message hitting the right source of distribution at the 
right time. 


May we enjoy your friendship and mental allegiance in our new under- 
taking, which we hope will strengthen the moral courage of an industry to- 
ward a better service, a better profit and a better prestige. 


fe Te Ae 


President Boot and Shoe Recorder Publishing Company 


Ae 


Vice-president The Shoe Retailer Company 
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Getting More Shoes Sold Right a 





A Swifter Pace 


HE purchasing power of a nation of workers de- 

sirous of good shoes, provided the money is avail- 
able, is something to cheer the hearts of merchants, man- 
ufacturers and tanners. Despite temporary handicaps, 
the outlook is extremely promising for the near future. 
From every point of contact with the production of farm, 
mine and factory, indications show that we are on the 
very threshold of sane prosperity. 

The report of the Committee on Recent Economic 
Changes is rich in promise of continued high wages. 
The committee sees no reason to believe that we are yet 
near the limit of industrial growth. Instead, it declares 
that “we seem only to have touched the fringe of our 
potentialities,” and that “economically we have a bound- 
less future before us.” 

Several conclusions of the committee are of vital im- 
portance to merchants. Great though the rising tide of 
prosperity has been, many industries, like cotton, leather, 
wool, coal, have lagged behind, and investments in them 
have proved distinctly disappointing. The pace is 
swifter today and progress varies greatly from industry 
to industry. The chances of gain and loss are therefore 
greater; and it is more necessary than ever before for 
the merchant to base his judgment on the most accurate 
and complete information obtainable. 

Consumption of commodities for the past year has 
been less than it should have been. This is true of all 
lines of merchandise. Now comes the period when mer- 
chants are sanguine of their ability to sell goods to a_ 
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public able to pay for them. Such being the case the first 
interest is in placing shoe stores in order for better busi- 
ness. 


When a Buyer 1s Bribed 


TEST case at law in the State of New York brings 

to light the danger of giving or taking gratuities 
or bonuses from factories for “turning over” business 
Buyers who are employed by big houses had better be- 
ware how they accept loans, gifts or gratuities in ex- 
change for giving orders to any factory. 

In this case the giver will bear the burden of a law 
penalty. 

Under the laws of the State of New York, passed in 
1911, the first conviction in Brooklyn indicates that cer- 
tain shoe buyers received gratuities and bonuses of mor 
than $23,000 for turning over business amounting tv 
more than $400,000. Thus you see it is a very danger 
ous thing for both parties. 

Under the Anti-Tipping law such practice is criminal 
Fortunately in America there is very little direct grait 
in the placing and receiving of orders for shoes or 


leather. The custom is far more prevalent abroad, 


where the low-paid buyer receives from the manufac- ' 


turer extra inducement to place his business with the 
factory that will cross the palm of the buyer. Payment 
is made directly or indirectly for business placed, and it 
is extremely difficult abroad to check this pernicious 
habit. 

This case, however, serves both as a lesson and warn- 
ing. Fortunately in America such examples are ex- 
tremely rare. The vast majority of buyers are intensely 
honest and work faithfully for their concerns, some with 
all the care and honest zeal of the owner of the business 
himself, and some are even more guarded of values and 
monies than are the very heads of the business. 

It is well, however, from time to time to point an 
example—this is one! 


The Consumer’s Pull 


AKE up your mind whether the “push of the pro- 

ducer” brings more dollars in the retail cash 
drawer than does the “pull of the “consumer.” Estab- 
lishing one or the other policy is an obligation every 
merchant owes his business in July. This is the great 
planning month, in anticipation of a bigger and better 
fall season. 

A former president of the National Retail Dry Goods 
Association, Ralph C. Hudson, gives, in a very few 
words, the present situation of merchandising. He says, 
“A good merchant does not buy a store. He buys mer- 
chandise for his customers to carry out of his store. 
Every storekeeper has to be one of two things. Either 


he is a purchasing agent for his community or he is a 
If he is the 


selling agent for a group of manufacturers. 
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former, he is a merchant. If the latter, he is just a 
manufacturer’s agent. 

“If he does a good job of buying what the community 
wants and needs, he will stay in business; in fact, he 
cannot be chased out or scared out. He will buy for 
his community and for his customers and will not be 
tempted to give an order without knowing the ultimate 
use of the product. Either the public or the manufac- 
turer will be the merchant’s boss. Which?” 

A new personality principle has come into merchandis- 
ing. The public wants what it wants when it wants it, 
and the merchant who senses that want moves goods at 
a profit. 


Children Are Important 


LL shoe men agree that children’s shoes are, as 

Ralph Baker says, “The Keystone of a Shoe Busi- 
ness.” We all know that the child of today is the grown- 
up person of tomorrow. Little girls of ten years will 
be young women in a very few years. Boys now in 
grammar school will be voting in a little while. Infants 
in arms will be walking and talking almost before we 
realize it. Mothers are distracted with the problems of 
children’s shoes and shoe men seem to be utterly indif- 
ferent to their troubles. (That is a very large majority 
of shoe men.) One shoe man said: “Oh, there’s 
nothing in them. I can- 
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into the suburbs, the outlying stores that have grasped 
the opportunity. Already we see wise operators open- 
ing specialty stores for children’s trade away out from 
the centers of trade where mothers may take their little 
ones safely and quietly, away from traffic and dangers. 

Suburban department stores have made enormous in- 
creases in children’s trade in the past few years. Small 
town stores feel the impetus. Some of the most profit- 
able business today is done in little stores. 

What are we going to do? Permit the children’s shoe 
business to continue a “step child” of the industry ? Con- 
tinue chasing rainbows and allow one of the most vital 
of all the things that enter the shoe business to slide 
along, hit or miss? 

The average mother will buy her own shoes where 
she buys her child’s shoes. Not only is it more convenient 
to do so but it is largely a matter of principle with “Love 
me—love my child.” 


Condense for Action 


LEARANCES will be sharp and stores will be in a 

much better shape because of drastic cuts, taken 

after inventory. Shoes will be taken off the shelves, 

having many elements of good style in them, but the 

feeling of most merchants is that it is better to clean 

out the odds and ends of styles and prepare for better 
times. 





not afford to be bothered 
with them.” 


Concentration of the 
entire sales force on a 
small number of quick- 


To one on the side lines 
it seems that no merchant 
can afford NOT to bother 
with them. The general 
store that caters to family 
trade, especially, surely 
cannot afford to pass up 
children’s shoes, or handle 
them in a careless or indif- 
ferent manner. 

Of course, the specialty 
shop, the store that wants 
only grown up trade, high 
style stuff, novelties, etc., 
may not deem it well to 
handle little shoes. Well 
and good—if that is the 
policy of the store. Exclu- 
sive men’s stores, and the 
like, may be excused. But 
once again, the general 
store, the family store, 
needs to get very much in- 
terested in the matter 
right now. Do you know 
where the children’s shoe 
business is going? Right 





The Thought of the Week 


. The big buying weeks of the year are just 
ahead. The merchant in market or in his 
community is in the best possible position to 
gauge consumer demand. In an article com- 
bining style and utility—the buyer rather 
than the seller is the one who determines the 


nature of the product. Let it be clearly 
understood that buying skill on the part of 
the merchant does not necessarily imply 
ability to drive a hard bargain. Prices always 
are of secondary consideration. 


* 7 * 


The first question is, will the shoe sell if 
stocked? It has no real value until sold. The 
transaction is not complete until the customer 
transfers the money end permanently keeps the 
goods. It is for that reason that we stress a more 
careful selection of shoes in tune with your 
community’s capacity for style and more pairs. 
The factor of price alone is less and less impor- 
tant as better fitting and better selection in- 
crease. 

Watch consumer demand. It is the only proof 
of the salability of shoes with speed and cer- 


tainty. 


President. 








selling styles is the new 
order of the day. If you 
want to prove this in your 
own store, look over your 
recent sales slips, and 
ascertain just how many 
styles the clerk retains in 
his mind. Thus you will 
get some idea of where the 
straight selling effort is 
being directed. 

A store stock is no 
longer than the memory 
of the clerk as to its sell- 
ing numbers. If a retail 
shoe store salesman con- 
centrates his selling on 
a dozen different styles, 
what good are the 60 or 
80 patterns that you 
possess? The point to 
watch in modern shoe 
selling is the sales per 
day and week, per type 
of shoe, rather than the 
store’s sales totals. 
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HE customer comes 
hurrying in at the busiest 


hour of the day and finds 
every salesman busy. She 
doesn’t take a seat but pauses at 
a point in the department where 


she is most inconveniently and peared are: 


annoyingly in the way of the The Customer Who Knows It All 
The Customer Who Wants Advice 


salesmen and the customers they ‘The Siem Costemer 
are serving. This is a part of 
her technique in attempting to eee 
crash the gate. There she 
waits, standing first on one foot, 
then on the ‘other; registers 


Customer 


This is the ninth of an intensely interest- 
ing series of articles, in which the author, 
himself a man who has sold shoes on the 
floor, describes different customer types and 
how they should be handled. 
articles and the issues in which they ap- 


The Fussy, Critical, Cranky Customer..May 4 
The Diffident, Reserved, Sensitive Cus- 


The Careless, Impetuous, Hair-Trigger 


The Slow, Deliberate Customer 
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same time show her an adequate 
selection of our footwear and 
assure her a correct fit. I shall 
be glad to serve you with tlic 
same promptness. 

Customer (Seating hersel/.) 
—Well, be quick, please. (Shie 
is on her feet again in a mo- 
ment or two and starts off on 
the salesman’s trail. Before 
she can get far from her seat 
to which he directed her, he re- 
turns and puts in her hands a 
couple of styles in black kid ox- 


Previous 


March 9 








great uneasiness; takes a step or 

two forward as though half decided to interrupt a 
transaction and steal the salesman away from some inno- 
cent but not unsuspecting customer; and looks sour as a 
busy salesman nods pleasantly an acknowledgment of 
her arrival and, in a brief moment or two, excuses him- 
self from his customer and approaches her. 


* * * 


Salesman—What may I show you this afternoon? 

Customer—Walking oxfords, please; black kid. 

Salesman—Will you please sit here? I’ll be at liberty 
in a few moments and shall be glad to show you dur 
ox fords. 

Customer—I have no time to wait. I must be served 
at once. 

Salesman—When the customer I am waiting on came 
in she explained that she is in a great hurry; so I am 
trying to give her as rapid service as I can and at the 


fords, one with a walking heel 
and the other with a higher Cuban heel.) 

Salesman—Here are two of our approved patterns in 
walking oxfords I want you to see. I shall be ready in 
a few moments to fit you. You know the question of 
right contour of last and of right size,and width are es- 
pecially important in fitting a walking shoe. (He is 
gone again, back to his first customer, but before the 
waiting one entirely blows up, he has finished the pend- 
ing transaction and seats himself on the fitting stool in 
time to receive a tirade of fault-finding. ) 

Customer—That’s the trouble with this store. One 
can never get attention here. I have an appointment in 
twenty minutes and here you’ve kept me waiting a whole 
half hour already. I should think this store would have 
enough salesmen to take care of customers without keep- 
ing everyone waiting like this. 

Salesman—(Knowing that customer has been in tlie 
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mpatient Insulting 


USTOMER 


By O. K. JOHNSON 


store for only some five or six minutes, ignores the ques- 
tion of length of her waiting.) The sales force in this 
department, madam, is understood to be rather large, in 
comparison with the number of salesmen in the average 
shoe store of approximately this size. The men are all 
expert shoe salesmen, too. They like to take enough 
time with each customer to learn her ideas and desires 
and to satisfy her footwear requirements. In doing 
this I assure you they do not plan to use up any unnec- 
essary time. I know exactly how busy you are likely to 
find us here at certain hours, just as you have found us 
today. Perhaps I can suggest a way by which you can 
avoid such delay in the future. But first let me hasten 
to fit you with the oxfords you wish today. (Removes 
customer’s right shoe and tries on one of the oxfords he 
has already shown her, to get a checkup on size.) 
Customer—I don’t suppose there is any use in my 
taking any time at all to look for 
footwear here. I’ve been in this 
store a half dozen times recently 
and you never have my size in any- 
thing. Why doesn’t your buyer 
buy all the ordinary sizes? My 
size is an average size, isn’t it? I 
should think I ought to be able to 
find a 6 AA here at any time, but 
you never have it. Lots of other 
women who wear the same size 
must be disappointed here every 
season. 
Salesman—You’ve certainly had 
unfortunate experiences in trying 
to buy shoes, haven’t you? Do 
you know I can’t understand why 
you should have had this difficulty. 
Let me see what I can do today. 
(Excuses himself and_ returns 
shortly with an armful of oxfords 
and pumps.) Certainly we are 
not going to have any such trouble 
this time. Here is your size in 


three popular walking oxfords, two recent styles in 
sport shoes, a half dozen afternoon pumps, and these 
beautiful evening slippers. I have your size, you see, 
in practically everything. I can show you a 6 AA in 
fifty styles, if you please. 

Customer—Why do you bring me all these slippers 
Didn’t you hear what I said? I said I 
You're just like all 
You don’t pay any 
You've got certain 


and pumps? 
wanted street or walking oxfords. 
the other salesmen in this store. 
attention to what a customer says. 
styles to sell and you’re bound to sell them no matter 
what the customer wants. Take these away quick and 
bring me oxfords. 

Salesman—Oh, we have a good variety of oxfords 
from which you may make selection. There are five 
styles of oxfords among these I’ve brought you, and I 
can show you any number of others. I brought these 

slippers and pumps because I 
thought you would like to know 
that we have your correct size in 
any type of footwear you may 
need at any time. (Meanwhile, he 
has been putting an oxford on her 
foot and lacing it up. Now he 
places the foot, in the half shoe, 
carefully on the floor, and swings 
the fitting morror round so that 
she may see how her foot looks in 
this style.) 

Customer—( Picking up one of 
the black oxfods that the salesman 
has placed on the seat beside her, 
starts off on another tack.) Now, 
this just proves what I’ve heard a 
lot of folks say lately. Everybody 
is telling that your store doesn’t 
offer the good quality footwear it 
used to show. Look at this shoe— 
clumsy last, heavy pattern, poor 
leather, rough finish! Who'd 
want a shoe like this? You 


[TURN TF PAGE 55, PLEASE] 
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Private Movie Shows for 
Six Dollars 


ULLERTON, CAL.—Beat this if 


you can. Here is a manager of a 
shoe department down in the orange 
country who put on a private movie 
show in a local theater, had 1700 kids 
call at his store for tickets, had the 
schools close early one afternoon, 
tripled his children’s business for a 
whole month and it cost his house only 
six dollars for every namable expense. 
The name of this financial genius is W. 
M. Manning. He is with the Chapman- 
Wickett Co., as shoe buyer. 

In talking with the manager of the 
local movie house, Manning discovered 
that the children were not attending 
the matinees in sufficient numbers. So 
it was arrange that the manager should 
furnish the tickets, film and theater, if 
Manning would furnish the audience. 
Friday afternoon was decided upon as 
being the best time. The school board 
willingly dismissed the children an hour 
early. Not only that, but the principals 
announced why the schools would close 
early and where the tickets could be had. 
To show how extravagant Manning 
was, he spent six whole dollars on an 
ad. telling the children all about it. 
Just as though an advertisement was 
necessary to tell youngsters that they 
could see “Our Gang” and several other 
pictures free, if they would only call at 
a store for tickets. At that, I think 
Manning should have been able to talk 
the newspaper publisher into giving him 
free space for the good of the cause. 
Then it would have been a_ perfect 
score. 





Little Stock—Big 
Business 


Fresno, Cal.—Says J. H. Mit- 
tenthal of the Reliable Shoe Store: 
“A shoe merchant does not need 
to have a big stock of shoes in 
order to do a big business if he 
has the right sizes on the right 
shoes at the right time.” 











Four Times Turn 


OS ANGELES, CAL.—Here is a 
young fellow who is in with his 
father that not only endeavors to get 
but really does get a four time complete 
stock turn. He is S. P. Lerner and he 
gets plenty of enjoyment merchandising 
a stock of women’s shoes that retail 
from $7.50 to $10. To get this stock 
turn of once each ninety days, he 
keeps his base stock down to one quar- 
ter of his anticipated sales. Lerner 
says he does not go in for a lot of card 
indexing records or any complicated 
systems, in fact the only closely kept 
records is the one relative to the sizes 
sold. This is checked month by month, 
to note if any tendencies are developing 
that might change the master size 
schedule. Twice a week the stock is 
gone over, line by line, those that need 
a bit pushing are added to the 25c. P. M. 
list. Sometimes the inducement is 


raised to a 50c. or better spif. All lines 
when they get down to eight pairs are 
stamped “N” which indicates a dollar 
P. M. Any shoe in the house there 
six months is marked “J”, this also calls 
for a $1 P. M. If by chance it sticks 


another six months, or is a year old, 
the mark is changed to “O” or $2 P. \M. 


x * * 


Platform to Make ’Em. 
Look and Feel Better 


AN ANTONIO, TEX. — Ever 

notice how the high heels will 
wobble about when a customer is walk- 
ing around on a floor covered with a 
thick carpet? E. D. Roberts did and to 
overcome it, he has placed a wooden 
platform about three ft. square in front 
of all his mirrors. In this way a woman 
can get the feel of a shoe much better. 
When she complains of the heels slip- 
ping or the new shoe not feeling just 
right a half a minute’s standing on the 
hard wood will convince her much 
quicker than a ten minute talk. These 
platforms are only an in. high and have 
the edges beveled, so they do not look 
unsightly. 

«es 


Free Dyeing 


AN FRANCISCO, CAL.—An ex- 

tra service of The Style Shoe Shop 
is the free dyeing of all satin slippers 
purchased there. One direct result is an 
increase in the sales of all shoes, with 
a good 25 per cent of the sales on th 
white satins. This free dyeing has been 
a feature for the past year. It is, ac- 
coiding to R. Rosenberg, a mighty fine 
bit of advertising and a very inexpen- 
sive method. The dyeing is done by t 
boys during the quiet times in the morn- 
ing and costs less than 10ce for the j: 
Many letters and personally expresse«| 
thanks as well as increased business 
convinces the firm that the service is 
being fully appreciated. 
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New Line Up Every 
30 Days 


OS ANGELES, CAL.—Introduc- 
ing the Star Shoe Stores, of which 
David A. Schoem is the guiding star, 
a neat little outfit of eight branches that 
plays the women’s $5 and $6 style game 
hard and fast. Every thirty days, 
thirty per cent of the population of Los 
Angeles, buys a pair of shoes in one of 
the Star stores. Each and every month 
these customers are given a brand new 
line up of shoes, from which they make 
A new line up means 
just exactly that, as on the first of each 
month, from eight to a hundred new 
styles are shown. One absolute rule of 
the house is, a style must never be 
shown in the window for more than 
thirty days. This fast merchandising 
method has done much toward educat- 
ing the girls in becoming once-a-month 
buyers. Sure, short lines accumulate 
and slow moving lines are bought, but 
the old reliable P. M. system keep the 
shelves clear. Buying is done on a 
budget system, with only one month’s 
supply bought in advance. Now you 
see why things move in the Star Store 
with such machine gun rapidity. 


* * * 


His “Hash” Section Tells 
Him Things 


L PASO, TEXAS.—A_buyer’s 

toughest problem is to profitably 
turn into cash the few remaining pairs 
of shoes on line. Says Ed Simons of 
the Popular Dry Goods Co.: “We have 
found the best way is to take all lines 
when they get down to three pairs and 
put them in a separate section with a 
good P.M. This applies to brand new 
merchandise that is not to be resized, 
just as much as it does to the numbers 
that have to be pushed. Heavy P.M.’s 
will clean out odd lots quicker and more 
profitably than will cut prices or selling 
the shoes to the basement. 

“We call our odd line department the 
‘Hash’ section. An honest, intimate 
study of such a section will profit any 
buyer, for it accurately reveals the kind 
of a merchandiser he is. If the section 
is full of large or small sizes, he is not 
buying the right proportion of sizes and 
widths. If there are too many of this 
and that type of shoes, he has not 
judged his public correctly.” 

Next season Mr. Simons is going to 
use only two control systems, one for 
size and one for price. He finds con- 
ditions too shifty to go to the time and 
trouble of keeping the various color, 
heel, and other records. Every month, 
however, he requires a check on prices, 
materials, sizes, and what manu factur- 
er’s lines are selling, and how. He 
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Play Colors—N ot Patterns 


MPHASIZE colors rather 

than patterns, is the advice 
of Displayman Dexter of the I. | 
Miller store in Los Angeles. He 
finds that women will switch pat- 
terns and even heights of heels in 
order to get some particular shade 


they desire. So his windows re- (— 


flect this tendency, plenty of 
grouped shoe colors and plenty of 
color in the windows to bring out 
the shoes, is the order of the day. 

In showing two or more dif- 





ferent colors in one window, he points out, care must be used in selecting shades 
that do not clash. Also it is a good plan to have a space between the units. 

Before starting in on a trim, Mr. Dexter finds it well to sketch them out. This 
one shows how he planned a green and a suntan display. 

In the front is a green felt covered box as a base on which rests a mirrored cube 
—then the green shoes, bag and hose. A stand of neutral hose and a bag serves 
as a slight screen between this and the rear unit. Here an orange felt mat on the 
floor, a green felt covered box, suntan shoes, plus bag and hose complete the picture. 








deems this necessary in order to catch 
his mistakes before the season is over. 

Price control study has been the 
means of eliminating unnecessary retail 
prices, to now where it is $8.50, $10.50, 
$12.50, $14.50, $18.50, and a few at 
$22.50. Next season will see the $14.50 
shoes discontinued as Mr. Simons be- 
lieves a woman will jump from $12.50 
to $18.50. 


* * * 


New Foot Measurer 


OS ANGELES, CAL.—A simple 

home made arrangement devised 
by Paul Jessberg is a great aid in 
quickly determining the correct size a 
person should wear. Two sets of size 
sticks are set flush in a good sized piece 
of hard wood. Both feet are measured 
at the same time, once in a sitting posi- 
tion and again while standing. The 
fitter is then in a position to accurately 
note the exact amount the foot relaxes 
under pressure. This method has been 
a great aid in gaining customer confi- 
dence and so enabeling the fitter to take 
control of the situation at the start. 

x * * 


“A partments” For Sale 


UCSON, ARIZ.—‘For sale. A 

number of five room apartments. 
Room for every little toe. Arch Pre- 
servers, Pied Pipers and Ferris Foot- 
wear for the children,” is on a sign- 
board some two ft. high. This is cut 
out of cardboard and stands on the 
front showcase of the Albert Steinfeld 
Co., shoe department. This sign is 
made very realistic to represent a for 
sale sign that one sees stuck in vacant 
lots. It is noted that whoever sees it for 


the first time always smiles a little bit 
when he reads it. 


His “Welcome” Letters 
Bring Trade 


LBUQUERQUE, NEW MEXI- 
CO.—Sam Ginsberg of Given 


Brothers has worked up a little stunt, 
all by himself, that sounds mighty good. 
He gets in with the clerks at the prin- 
cipal hotels, who allow him to copy the 
hotel’s registration. To each one of 
these transients he sends a “Welcome to 
our city” letter. No mention is made 
ot shoes, but he lays considerable stress 
on the various things his store can do 
to make the visitors’ stay in the city 
more pleasurable. He offers free sight- 
seeing information, use of telephone, 
rest rooms, checking of bundles, etc. 
* * * 


Booklet Distributor 


OS ANGELES, CAL.—Manuel 

Padilla has one of those simple 
“Why - didn’t - I - think - of - it - 
myself - before-” things on the front 
door of his store. That’s not very de- 
scriptive, but read on. This dingus is 
just fastened on over the lock in which 
booklets telling about shoes in the win- 
dows are placed. Those people attracted 
to the windows after business hours 
see this sign on the booklet holder, 
“Free—Valuable information on how 
to relieve foot troubles and overcome 
pains in the feet, ankles and legs.” As 
the holder is emptied nearly every night 
of the few folders it contains and as 
there are never any strewn around on 
the ground, Mr. Padilla believes most 
of them are taken by interested parties. 
Enough new customers have spoken of 
being first interested in the store 
through this medium, to convince him 
that the idea is right for a store of his 
kind. 
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An appealing dis- 

play of sport shoes 

installed by the 
author 


Crazy Laces Make Them 
Look ‘[wite 


By STan.ey J. KAcZMAREK 
Display Manager for the Florsheim Stores, Los Angeles 


INCE competition has reached a stage of keenness . doll: 
undreamed of in the history of the shoe business, ’ you! 

the shoe displayman’s job has resolved itself into a / to ti 
pitched battle for supremacy. Up-to-the-minute ideas T 
must be evolved in today’s trims, for in this day and age tg pres 
no one has any regard for yesterday. Displays must ate 
always be freshly attractive, tied up with the march of ; a 
events, coordinated with the enthusiasm of the buying i. 
public. | soo 
The biggest asset of any business is a good display le 
ever 

One of the ideas originated by Mr. Kaczmarek that 

is that of lacing the window shoes in all sorts of 
interesting and unusual ways. Many times this 


will stop a passerby when the shoes themselves 
might not 
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During the recent California Valentia Orange Show held in Anaheim, a $100 prize was ¢ ffered for the 

best decorated show window. The judges were unanimous in awarding this prize to Hunt & Tillam. This 

year's theme at the Orange Show was the story of Robinson Crusoe. The story was very well carried out 

in the window. All work, such as ¢utting out and painting the figures of Crusoe, the dog, goat and the 

background scenery was done by a@létal man. In one part of the background was a representation of the 

Orange Show building, followed by @ scene representing orange groves. Then came Crusoe with a box of 
oranges. Johansen, Matrix and Cousins shoes were featured 


man, and the largest and costliest burden is a*poor one. 
Mediocrity in this respect is a terrific drain on the finan- 
cial status of any business. 

Getting down to cold facts, figure out how many 
dollars a day you are losing, simply passing them to 
your competitor, because your displays have no appeal 
to the shoppers. 

The manufacturers, being aware of the keenness of 
present day competition, are improving their output, 
substantially increasing the quality of the product, spend- 
ing more money in advertising, assisting the merchant 
in every way to sell their product, yet you will find 
many a merchant paying little attention to displays, be- 
cause he believes the shoes are nationally advertised, 
everyone knows the quality, everyone knows he handles 
that particular brand, and when in need of same the pros- 
pect will come in and purchase a pair. 

At the same time the competitor is SELLING his 
merchandise to the people, instead of waiting for cus- 
tomers to come into the store. The merchant who does 
not try to solve the problem of selling through window 
displays is simply blocking the outlet channels of the 
manufacturer and wasting all efforts, money, advertis- 
ing, etc., that the manufacturer has expended to create 
the demand for his product. 

Time is not far off when the manufacturer of shoes 
will consider a display staff equally as important as his 
advertising staff. He will eventually find them insepa- 
table and the cooperation of these two units will result 
in an increase in volume of business. 


Millions. of dollars are wasted by the manufacturers 
on advertising, owing to the fact that the advertiser and 
the displayman are not cooperating closely enough. The 
‘advertisements paint a beautiful picture of the article in 
the public’s mind, create a desire for it, yet what is the 
result when the prospect goes to the merchant to make a 
purchase and finds the article poorly displayed and, in 
some instances, even repulsive. He is disappointed and 
will not buy. And, furthermore, the impression will 
last. Public opinion is a strong barrier for an adver- 
tiser to overcome. How much effort must be expended 
to change this opinion and bring back this disappointed 
prospect to your displays. 

Are your shoes displayed as appealingly as they are 
advertised by the manufacturer? There is the gap 
through which an unbelievable loss flows annually out 
of the manufacturer’s and merchant’s pockets. Appar- 
ently it is useless for the manufacturer to advertise, if 
the merchant does not follow up with window displays 
somewhere near the standard of the advertisements. 

Look at one of the catalogs of shoes and compare 
Would you buy from 
The shopper’s 


them with your window display. 
the display window or the catalog? 
buying judgment is identically the same. Why has the 
mail order business grown by leaps and bounds? The 
catalog is their display window. Remember, this is a 
window shopping age. 

Good window displays are scientifically worked out 
advertisements. They are billboard “ads” of your busi- 
ness. Lay out the display as carefully as you would an 

[TURN TO PAGE 59, PLEASE] 
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A Real Battle of Ideas 


Californians in (Coming (Convention Limit Talks to 20 
Minutes and Give 40 -Minutes to Discussion; 


Open Forum Session eAlso Scheduled 


INAL plans for the entertain- 
Poms and education of the hun- 

dreds of shoe merchants who 
will gather in San Francisco July 15, 
16 and 17 for the Eleventh Annual 
Convention of the California Shoe Re- 
tailers’ Association, have just been 
announced by Melville Kaufmann and 
F. A. Rittigstein. 

The convention officially opens at 
the Monday noon luncheon at the 
Hotel St. Francis. Three days 
crammed full of attention compelling 
sessions are promised by the conven- 
tion committee., Each speaker on the 
program is limited to a twenty minute 
talk, which in every case will be fol- 


lowed by a forty minute round table aed 


discussion of the subject. For the 
grand finale, A. H. Fitschen, of Oak- 
land, is to conduct an open forum, 
which will be based on_ subjects 
dropped into the Question Box. 

The following speakers and subjects have been de- 
cided upon: 

Buford Jones, “The Radio, the New Advertising 
Medium,”—This from a manufacturer’s viewpoint. 
Immediately following is to be a talk by Merwin C. 
Dobyn of Lorig Beach. Mr. Dobyn not only operates a 
shoe store, but a radio station KGER, so will speak as 
both a shoe merchant and a radio owner. 

Lou Brayton of Sacramento, speaks on “Downtown 
Parking Problems.” As chairman of a Sacramento 
Chamber of Commerce committee to study this subject, 
he will give an expert’s version of this problem. 

Ralph H. Runkle, Santa Barbara, has as his subject, 
“What methods can be devised to show employees how 
to thoroughly know their stock?” His remarks will 
appeal to many of the small town merchants. 

George L. Reed, who is advising accounting counsel 
of the C. S. R. A. has as his subject, “Reducing Invest- 
ment in Inventory.” 

Herbert Sommers, San Francisco, will talk on “New 
Ideas in Shoe Store Planning.” 

Ernest Burrill, educational advisor of the N. S. R. A. 
chooses “In the Red or in the Black, Where Are You?” 


as his subject. Mr. Burrill will also have a Cafeteria 


F. A. RITTIGSTEIN 


Secretary-Manager, 
Retailers Association. 


3reakfast Meeting for the shoe travel- 

ing men Monday morning, and his 
subject will be “Selling Ideas, Not 
Shoes Only.” 

The committee refuses to divulge 
just what entertainment will be put on 
for the Wednesday night banquet. 
Said entertainment however, is guar- 
anteed to spoil the scores of those who 
will take in the big Golf Tournament 
the next day at Lake Merced Golf 
and Country Club. ; 

Says F. A. Rittgstien, secretary- 
manager of the association ; “With re- 
tail business generally good in Cali- 
fornia this Spring, and with the con- 
vention coming at the exact time it 
does, we are confidently looking for 
a record breaking attendance. The 
July sales have started, the schools 
closed, so merchants all over the State 
will be at the convention with a real 
appetite for new Fall shoes. Many manufacturers are 
jumping here right from the Boston Show. Others will 
show their Fall styles here for the first time. Ail in all, 
we expect to have the best attended Convention in our 
history. The preliminary hard work done by the Con- 
vention Committee will certainly result in a most inter- 
esting and instructive affair.” 


California Shoe 


ORKING with Melville Kaufmann, convention 

chairman, are the following chairmen of commit- 
tees, Press and Publicity, William J. Ahern; Golf, Frank 
More; Banquet, Bruce H. Bacon; Women’s Styles, k. 
Hardebeck; Men’s Styles, R. R. Evans; Children’s 
Styles, 5. F. Dubins, and Open Forum and Program, 
Melville Kaufmann. 

By limiting the time of the speakers, the latter will 
come directly to the points they wish to make and the 
result will be more forceful and educational addresses. 
The discussion to follow each talk also is expected to 
develop many worth while ideas, as in previous conven- 
tions, open discussions and open forums have prove: 
to be the most valuable events on the program. The 
entire set up of the forthcoming California convention is 
one designed to return the maximum of helpfulness to 
those attending, with the least expenditure of time. 
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Six Hundred and Seventy -Men in Every Thousand (an Be Fitted 
with Twenty-One Lengths and Widths—Seventy- five 
Needed for the Other Three Hundred and Thirty 


T 
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wou 
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F 1000 average men should file into your store, it Second, the “law of equivalents” by which sizes 6%A ane 
t would require almost 100 different sizes to fit them and 5'%4C are theoretically equivalent to size 6B, reduces = 
accurately. In women’s shoes it is a surprising but the area somewhat. dle ‘ 

true fact that to fit 1000 average women at least 130 still 
different sizes would be required. These figures are Ggpesenael for very slight and usually unsatisfactory) ment 
not estimates—they come as the result of analyzing in changes which are made by the “stretching” Star 
detail nearly a half a million pairs of shoes sold at retail, process, footwear is unalterable in size. Most garment dee 
in a large number of cities throughout the United States, stores have “alteration” departments, in which compara- a 
covering an entire year’s business. tively few stock sizes can be enlarged or reduced, betw 
No other commodity bought by the public requires lengthened or shortened to meet the exact requirement buy 
such a spread-out range of sizes. Add to this the com- of the customer. But when the manufacturer establishes than 
plications of styles and price and it is not difficult to see a shoe in a size, it is unalterable, and must be so to buy 
that the size problem in shoe stores is one which requires withstand the daily pressure of several hundred tons abou 


serious study. Admittedly both the 100-size area in 
men’s and the 130-size area in women’s should be mate- 
rially reduced in two ways: First, the extreme units, 
either in sizes or widths, could be special orders. 


which the average person exerts in his or her footwear. 

Although there are very few shoe stores which, even 
in their best selling season, have the pleasure of serving 
1000 men and 1000 women in the same week, to say 
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nothing of a single day, yet there is a value to consider- 
ing just what would be the size requirements of these 
two groups, whether it took a day or a week or a month 
for them to file in by the front door and go out with a 
pair of shoes in their correct size. 


AKING the men’s figures first, 230 men of the 1000, 
or nearly 25 per cent, would need one of the follow- 
ing sizes: 814B, 9B, 8C, 8%C, or 9C. Each of these sizes 
would sell about 45 pairs. In the next sixteen sizes sur- 
rounding these five middle sizes 440 men would be 
fitted.. This would mean an average of about 27 pairs to 
‘asize. For the two “zones” the total sales in these mid- 
dle 21 sizes would be 670 of the 1000 pairs. But there 
still would be 330 men left to fit with sizes outside those 
mentioned. Only 21 sizes were required to fit 670 men. 
Startling, but true, it would require 75 different sizes 
to fit all of the other 330 men. 

Disregarding widths, 860 of the men would buy a size 
between 7 and 10%. Of the other 140 men, 70 would 
buy a size smaller than 7 and the other 70 a size larger 
than 10%. A little over one-half the 1000 men would 
buy either B or C width. The other half would split 
about equally between wider and narrower shoes. A total 
of 7 widths and 16 sizes are involved in this summary. 

Continuing the same sort of a study with women’s 
shoes, the figures are also reduced to 1000 pairs, although 
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in most shoe stores the number of women customers 
outnuinber the men in the ratio of 2 to 1 or even 3 to 1. 
240 of the women, an 
average of 40 pairs to each size. These six sizes are 
IZAA, 6A, 612A, 5%B, 6B, and 6'%4B. In the next 
29 sizes surrounding these middle six sizes, 640 of the 
1000 women would find their correct fitting. The av- 
erage per size for this group is about 22 pairs. Com- 
bining these two zones, the middle 35 sizes would care 
for 880 of the 1000, leaving only 120 women requiring 


end sizes and extreme widths. 


The six middle sizes would fit 


UT that is just where the size problem reaches its 

most acute stage, namely, to meet the needs of this 
120. It is literally true that approximately every one of 
these 120 women would require a different size. The 
mass figures from which this study is made shows that 
130 total sizes were reflected on the composite sheet. As 
explained above, the middle 35 sizes would fit 880 of the 
By subtraction this leaves literally 96 different 
sizes required for 120 women. A total of 9 widths and 
17 sizes were involved in this summary. 

In the matter of sizes, disregarding widths, 810 of 
these women would buy a size between 5 and 8, inclusive. 
The other 190 would divide about equally between sizes 
smaller than 5 and larger than 8. In widths, one-half 
of the 1000 would be fitted to either A or B. Of the re- 


women. 
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maining 500 about 350 would require narrower widths 
and 150 wider widths. 

To put the problem in another way, here is a man 
about to establish a retail shoe store. He is convinced 
that he will stock to two retail prices, although most 
stores have several. He knows that he must have at 
least three groups of heel heights. He must have patent 
leather, black calf or kid, and then into the bewildering 
field of colors, solid and in combination, to say nothing 
of fabrics. If he held his equipment to three types of 
toes in each group he would be a wonder. 

Based on the experience illustrated in the first para- 
graphs, he will be face to face with 130 size require- 
ments in his first 1000 women customers. Multiplying 
all this out literally, allowing only three patterns in each 
group, here is the startling result: 

Two prices, multiplied by three heel heights equals 
six. Multiplied by four materials is twenty-four. Mul- 
tiplied by three toe shapes is seventy-two. Multiplied by 
three patterns in each group is 216. Multiplied by 130 
size requirements is 19,480. Multiplied by $5, average 
cost per pair is $97,400. 

On the men’s side the problem is not as complicated, 
but two prices, multiplied by three leathers, multiplied 
by three toes, multiplied by three patterns means 54 
kinds of shoes. If all were carried with the full size 
range reflected by the above men’s study, that would 
mean 5184 pairs, at $5 a pair, mounts up to $25,920. 


These two “foolish theories,” if you will call them 
that, mean a total of nearly 25,000 pairs and almost 
$125,000 for an “opening stock” without a bit of area 
for extra pairs in any shoe on the middle sizes! Im- 
practical as these figures may be, nevertheless this pro- 
vides excellent background for the next question. In 
what way is this theoretically correct but practically in- 
correct layout to be reduced from $125,000 to a sensible 
$20,000 amount for an opening stock ? 


HE “foolish theory” would provide 216 kinds of 
women’s shoes and 54 kinds of men’s shoes. Suppos- 
ing the “kinds” were reduced one-half, making 108 
women’s styles and 27 men’s styles, or a total of 135 in- 
stead of 270. Supposing, still further, the size range was 
cut to 50 pairs instead of over 100 pairs. All this at the 
same $5 cost price would multiply out to nearly $34,000, 
which is still about twice as large as the starting capital 
will permit, and as the prospective $60,000 volume 
warrants. 
A $30,000 stock with an average cost price of $5 per 
pair means 4000 pairs. That 4000 pairs may be made up 
of one of several combinations. 


equals 4000 pairs 
equals 4000 pairs 
equals 4000 pairs 
equals 4000 pairs 
equals 4000 pairs. 
equals 4000 pairs 


400 lines averaging 10 pairs per line 
200 lines averaging 20 pairs per line 
160 lines averaging 25 pairs per line 
100 lines averaging 40 pairs per line 
80 lines averaging 50 pairs per line 
50 lines averaging 80 pairs per line 


What is the actual condition in a store of this size, 
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doing between $50,000 and $70,000 annual volume? 
Probably mighty few show a layout as condensed as 200 
lines or kinds of shoes averaging 20 pairs to each line. 
Such a store would sell more customers if the number of 
lines were reduced from 200 to 100 and the number of 
sizes carried increased from an average of 20 to an 
average of 40. 

“Fewer lines, more sizes, and more velocity to the 
good shoes rather than reaching out for volume by add- 





BOOT AND SHOE RECORDER 55 


ing new kinds of shoes—this briefly states the biggest 
problem faced by the average retail shoe store.” No 
one store can have all the good styles. In most stores 
if the selling organization would show more confidence 
in the styles which are on the shelves rather than quite 
so much “wistful wishing” for some style in a com- 
petitor’s window, this spirit in itself would go a long 
ways toward cutting down variety and speeding up turn- 
over. 





How to Handle the | mpatient, 
Insulting Customer 


[CONTINUED FROM PAGE 45] 


couldn’t get me to take that shoe as a gift! 

Salesman—Oh, that shoe you’ve picked up isn’t any- 
thing you’d want. But that’s a wonderful shoe for folks 
who plan to pay seven or eight dollars for their footwear. 
The quality isn’t what you’re accustomed to. Now, the 
oxford on your foot is a half-shoe of wholly different 
character. And this oxford (handing her another style) 
is of the same high quality. Notice the superior leather 
and the skilled shoemaking. 


Customer— What is the price of this oxford? 

Salesman—Fourteen fifty, madam. 

Customer— You're prices are simply awful here. Ev- 
erybody says they are. If you ask these dreadful prices, 
I don’t see how you can sell to anybody but the disgrace- 
fully rich. A friend of mine was telling me the other 
day about getting a wonderful pair of shoes in another 
store and all she had to pay for them was ten dollars. 

Salesman—We do a very large business in both wo- 
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men’s and men’s shoes at ten and ten fifty.a pair. And 
they are all good shoes. But, of course, I wouldn’t 
think of representing them to be as good as the oxford 
on your foot or the one in your hand. You'll not find 
finer shoemaking than this in America. (Here is the 
salesman’s cue to present the essential points of shoe 
quality which makes the higher price reasonable. As 
soon as the customer asked a question about the price 
and began to talk about value, the way was open to him 
to carry the sale straight through to closing. ) 


THE Store’s EpucATIONAL Director SAYS 


This is a peculiar and interesting type of customer. 

It might be worth while to try to discover, in each in- 
stance, why she is what she is. She may belong to one 
of our grand old families and feel her superiority to 
common clay; she may be newly rich and therefore 
snobbish ; she may be naturally dominating and overbear- 
ing ; or she may be ill or nervous of temporarily agitated 
by outside influences. 

Sometimes she is a chronic type; but occasionally she 
represents an acute case of irritability and temper and 
abusiveness provoked by circumstances, which may even 
include unfortunate buying experiences in this or another 
store. That is, she may be what she is because sales- 
people in the stores have made her so. 

One of the first things to do is to make sure that 
there shall be no excuse this time for her to feel any hos- 
tility toward the store. It must be made clear to her 
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that the store appreciates her patronage; that the sales- 
man desires to be helpful to her and therefore places his 
entire time entirely at her disposal ; that he is willing to 
show merchandise so generously that however exacting 
she may be she will feel that he has presented enough 
variety ; that he is watchful of everything she says and 
defers to her wishes in every matter; and that he is in- 
terested in her problems of selection, but desires to leave 
to her an entire independence of choice. 

Manifestly there are three esesntial characteristics of 
successful salesmanship in dealing with this type: 

1. Courtesy——The pleasant expression on the sales- 
man’s face and his friendly, but not too friendly, man- 
ner, and his sympathetic, understanding attitude are ef- 
fective influences in winning response from this sort of 
customer. 

2. Patience—A. man is not half a salesman if he he- 
comes impatient himself. He is not only likely to lose 
this customer but his other customers may become un- 
favorably affected if he allows his own manner to become 
nervous, impatient, hurried. 

3. Promptness in service—This type is particularly 
insistent that she be waited on quickly. This means 
prompt recognition of her arrival in the department, the 
prospect of rather immediate attention, a rapid as well 
as accurate sizing-up of her requirements, and expedi- 
tious presentation of the merchandise. 

But don’t let the manner or method of this type « 
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customer bowl you over. Keep your feet. You must 
not play her as a favorite over other customers who have 
preceded her into the department. Each must be served 
in turn, except in extreme cases where, in apologizing to 
other customers, you can give some definite reason for 
even of thinking of waiting upon her out of her turn, 
and can get their full permission to do so. If you are 
busy, promise to wait on her soon, get her seated, put 
some merchandise in her hand, hold her if you can, but 
do not sacrifice to her impatience other customers who 
are ahead of her. 

It’s the self-confident salesman who can handle this 
type of customer. Without self-assurance little impres- 
sion can be made on her. First, be sure of yourself ; and 
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then you may expect to command her attention, and win 
her confidence and approval. Present an attitude of 
frankness and sincerity. Maintain your self-respect. 
Stand up straight. Look her in the eye. While keeping 
your voice tones low, speak up distinctly and definitely 
and with the sense of authority that cames from your 
training and experience as a shoe salesman. 

Even the worst examples of this type may, after you 
penetrate their armor, prove to be quite reasonable 
human beings after all. And you may add many of 
them to your personal following, and get them to buy 
liberally of your merchandise, if you can convince them 
of your knowledge and ability, and of your desire to 
give interested, intelligent service. 





In Defense of July Sales 


[CONTINUED FROM PAGE 35] 


for something you don’t deliver. I’m not joking when 
I say the merchant is usually stretching the truth when 
he advertises ‘shoes worth $10 for $6.95.’ It would be 
more accurate to say, ‘shoes formerly priced at $10.’ 
The fact that they were once worth ten dollars does not 
mean they are always worth that.” 

“That’s a peculiar way of looking at it, Mr. Bennett, 


when every one knows that the ideal way of running a 
shoe store would be without sales of any kind.” 
“Another peculiar thing, Mr. Fisher, is that all my 
life I have heard of big, successful shoe stores that never 
have a sale, but I have never yet seen one. On the 
contrary, my observation shows that stores engaged in 
selling style merchandise of any kind are successful just 
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in proportion as they keep cleaned up on each season's 
goods before that season expires. Check over the mer- 
chants in this town and see if that isn’t true.” 

“I guess it’s true but it’s all wrong. Those big fel- 
lows with their sales are driving the little ones to the 
wall.” 

“Right you are and, mark my word, tomorrow’s re- 
tailing will be done by fewer merchants, but they will 
be bigger and better ones.” 

“And another thing. Everyone knows we are going 
to have a sale in July, so hundreds of women wait for 
it. They become regular sale hounds and never buy 
shoes any other time. We have simply ruined them.” 

“Don’t be too hard on them, Mr. Fisher. They are 
quite a valuable adjunct to any community. We all 
admit it is vitally necessary to clean up older goods. 
But suppose there were no buyers, no one willing to 
take shoes that are somewhat shopworn, a litt!e out of 
date, not exactly perfect in fit, or a trifle faulty in 
pattern. Call your sale hounds scavengers if you will, 
but if it were not for them your merchandising prob- 
lems would be double what they are. Furthermore, our 
general prosperity has made it harder than ever to sell 
goods that are not just right, and easier than ever to 
sell what is exactly right, and at a good price too.” 

“Correct you are! Even these sale hounds are get- 
ting tougher to please all the time. I don’t know what 
the shoe business is coming to.” 
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“Now, Mr. Fisher, I don’t know the shoe business from 
the inside, but I do know successful retailing from the 
outside. So I’m going to tell you what I think is th 
greatest fault of the less successful retailers in general 
and shoe retailers in particular. 

“They don’t use common sense. My definition of 
common sense is the placing of the proper proportionate 
values on things. And my opinion is that most shoe re- 
tailers value their new goods too cheaply and their old 
goods too highly. They don’t mark their shoes high 
enough to begin with, nor low enough when the style has 
lost its attractiveness. I mever saw a bankrupt stock 
that wasn’t full of old merchandise that the storekeeper 
kept invoicing at a price higher than people would pay.” 


66 JF) EOPLE are certainly crazy about new stuff.” 
“Absolutely, and the merchant is crazy who hangs 
onto his old stuff. Really, this bank’s most valuable cus- 
tomers among retailers are the ones who have the big- 
gest sales. And it seems to be proved that you can't 
have big sales and frequent sales—not for long.” 
“Looks as though July is about the right time to have 
a big sale because of something else that just struck me. 
The wearing season for summer shoes ends about the 
middle of September, so the selling season would end 


around the first of August. 


able to wear shoes at least six weeks right after they 
buy them, so a sale in August would be too late. 
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“Yes, people are buying earlier and discarding earlier, 
so August is a Fall month as far as selling is concerned. 
July is the month for the merchant to receive little and 


sell much. Then your July sales will finance your 
August bills without my help.” 
“Then I guess I’d better have my July sale as usual.” 
“No, Mr. Fisher, bigger than usual. Don’t forget that 
these odds and ends have been rejected by a lot of real 
customers during the past few months, so put a price 
on them so low that the sale hounds will snap them up. 


Then when you put prices on your new Fall shoes just 


‘ remember how cheaply you’re going to have to clean up 


their dregs. It takes courage to put the right price on 
at first, and it takes just as much courage to cut them to 
the right price at last. But that’s modern retailing. 
Mark them up—clean them up!” 

“After all, Mr. Bennett, I guess I’ll let someone else 
reform the shoe business, while I butter my bread by just 
keeping up with the trend of things as I find them.” 


Crazy Laces Make Ithem 
Look ‘Twice 


[CONTINUED FROM PAGE 49] 


“ad” copy. Shoes must look attractive to begin with. 
That is the foundation upon which a display is built 
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They must be assembled into units correctly so as to 
enhance their value. For instance, in a group of six or 
eight shoes, place a shoe in a position, then find another 
shoe that will bring out its character and appeal more 
fully than if it was displayed alone, and so on until 
the unit is complete. 

It is the same proposition as in matching materials. 
Take two different colors, both very attractive, put them 
together, and one will bring out the other more strongly. 
Then match them with still another color, and one will 
kill the other. 


A STUDY of the positions given the different styles 
and then checking back on the sales made during 
the trim, will soon teach you the technique and you will 
learn why certain styles sell more rapidly than others. 
There are no special types of shoes used for drawing 
power. They all have drawing power if displaved cor- 
rectly. 
erned by the stock condition in the store. 


The position given each group of shoes is gov- 


Special types of shoes, such as brogues, sports, cus- 
tom lasts, square toes, etc., should be assembled into 
units, but care should be taken to place every shoe in the 
most advantageous position within the unit. Grouping 
styles, and placing them singularly, has the same effect, 
as running a one inch ad and a full page ad. They hit 
the mark. Do not allow a discolored shoe to remain in 


the window; it is a waste of valuable space. 
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eAMen’s Sports Shoes Sweep ACew York 


New York, N. Y.—The sports influence has now 
struck New York in the men’s shoes. Those who are 
not already stocked with the white buck, quarter and 
wing tip in black or tan, are anticipating immediate 
buying. 

In the Nettleton shop, men of the smart, club type, 
were buying their second pair of white buck, with wing 
tip and quarter in black or brown. These men were all 
of the older type, aging from thirty-five to sixty-five, 
and are known as the “well turned out American.” 

One man, for immediate steamer wear, purchased two 
pairs of shoes with calf wing tip and quarter and a linen 
base. The linen shoe of natural beige, without any per- 
ceptible quarter line, is very good. 

The buyer was most enthusiastic about suedes. There 
were on display brown and gray suedes of the same pat- 
tern. These shoes have the same characteristics as 
women’s sport types, but have no trace of a feminine 
influence. 

The custom last showed quite a swing, narrower toe— 
the tip, one of the long tips, heavily perforated and the 
edges serrated and punched with holes. Buying in both 
these numbers has been extremely heavy and gray has 
outsold tan. A very narrow leather thong was used to 
complete the mannish accents. 


Another shoe which sold quite heavily was the all-over 
white buck with the same treatment on quarter lines, 
with composition sole on the pinkish cast. The black 
sole is also selling. 

At Abercrombie & Fitch the floor was filled with an 
atmosphere of business. It might have been the 
promenade of a smart club, every man was so well 
turned out. ’ 

Here white buck with black quarter and wing tip 
reigned supreme. Great interest was manifested in active 
sport types, where men were buying the moccasin type 
of heavy grained extension sole contours. These men 
were going on tramping trips, etc. 

The golf shoe, which, according to the buyer, was 
more of a Fall proposition, was being bought very free- 
ly. It is known as Drygolf. This shoe is absolutely 
water-proof, being styled with a Westcott sole and heavy 
welted edge. 

The Prince of Wales oxford was on display, as was 
the Friar or Monk type, but there seemed to be no 
activity in the buying of these numbers. 

Saks-Fifth Avenue had a display in four windows in, 
which all types of daytime sport shoes were shown. The 
business shoe seems to have taken a decided turn. Men 
are wearing their blue and gray suits on the avenue, with 
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white buck, black or brown wing tips and quarters. This 
js a natural style influence from Europe, as it has been 
done there for the past three seasons. 

The second window of Saks-Fifth Avenue showed a 
perfectly plain buck, with a wide saddle of black and 
tan calf. The two toned shoe of very dark brown suede, 
with a little lighter accent of calf, seemed important. 
The all-over white, with perforations and punchings is a 
good number. 

Most of the buyers look forward to the moccasin shoe 
as becoming of great importance in this season’s selling. 
Now that the public has tried it out, and men realize 
that it is quite easy to wear this new type of footwear and 
not step out of the masculine character, this type of shoe 
will be a staple number. 

The extension heel is again being given a little play, 
and looking into the Fall picture, the extreme dullness 
of leather seems to be the highlight. We might say that 
shoes are taking two tones—one natural brown and the 
other a very dark brown. 


St. Louis Sees Big 
Season Ahead 


St. Louis, Mo.—In the wholesale and manufacturing 
trade the time of year has arrived when the spring season 
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gives way to fall. Lines for the autumn season have | 
been completed and in practically every instance are in 
the hands of the traveling men. The selling forces were 
in the field immediately following July 4 and reports 
from the men who have been into headquarters indicate 
that merchants are optimistic in almost every section of 
the country. The sales executive of a large house re- 
cently returned from an extended trip into several sec- 
tions of the country, reports condition of the retail mer- 
chant as healthy with one of the best seasons experienced 
in a long while. 

The outlook for crops in the agricultural belts is the 
most encouraging sign for fall prosperity, according to 
this official. The Northwest, Southeast and Southwest, 
the territories covered, are particularly optimistic regard- 
ing conditions. 

One of the first lines completed of a general line 
house showed not a few patterns of suede in brown, 
black and blue. These were not all-over effects but com- 
bination types of kid and suede. Brown kid led the style 
procession, with reptile in both genuine and prints being 
used generously in trimmings, quarter and vamp ar- 
rangements. 

Black moire satin has earned a place in some of the 
lines and a few of the style managers are supporting 
their judgment with a number of patterns. Surprise 
style trends were noted in a few broad one-strap types. 
Pumps with leather bows also shared a prominent place. 
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It has been a wonderful June throughout the retail 
trade, according to the reports from a number of oper- 
ators here. With a few rare exceptions increases will 
be shown in the stores and the figures are sizable. 
Weather again has been the instrument that created the 
impetus and stimulus in the buying that boosted the 
month’s volume ahead of the same period for 1928. 

Whites have shown a remarkable activity and mer- 
chants announce with gusto that for the first time in some 
seasons this merchandise has returned a nice profit. 
Price cutting and sacrifice will not be necessary when the 
July sales are inaugurated. 

The demand for white footwear continues but with 
stocks badly broken and styles relegated to the odds and 
ends table little attractive merchandise is available in 
most stores. 

Colored kids have had their share of the prestige in 
the call for light footwear and inventories in this sec- 
tion of the business will be light. 

Merchants are discussing a fine season in back of 
them and a splendid position ahead with stocks low and 
a buying public receptive to something different and new. 

Already mention is made of lizards as being the intro- 
ductory vogue for early August. Brown, of course, 
will play an important part in the season’s opening with 
the lighter shades having first call. So much for ad- 
vanced fall gossip. 
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Selling Slippers the 
Year Round 


[CONTINUED FROM PAGE 37] 


write and who to write to is by going through the store's 
card file records. New shoes and stockings are always 
coming in which were bought with some particular cus- 
tomer in mind, so why not tell them about it, Mr. Peter- 
son reasons. Telephone calls are also used as the occa- 
sion warrants. Stick this in your file for next year. 

Shoe merchants are passing up real business by not 
featuring hosiery and slippers for Mother’s Day. If the 
advertising and windows have the proper appeal, consid- 
erable good extra business may be picked up. Slippers at 
the Peterson store are year round sellers, not only as 
gifts but for the regular trade that wears them every 
day in the year as well. They go vacationing in the 
summer, the youngsters need them to take to college, 
then there are the newly-weds and the long-weds; in 
fact, everyone is in the market for slippers. ‘There are 
plenty of opportunities to sell slippers the year round, 
only we don’t half take advantage of them,” said Mr. 
Peterson. 
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Plenty of Entertainment for Men and 


Women at Boston Show 


Boston, MAss.—Weddings of fashion 
take place at high noon. So do regis- 
trations for the Ladies’ Entertainment 
Feature of the Boston Shoe and 
Leather Fair. Commencing at 12, 
noon, July 8, therefore, and until six 
in the evening; and again—from 8 in 
the evening until 10 p.m. the women 
folk of the visiting buyers will be 
regictered for their two big days of 
entertainment. 

On Tuesday morning, July 9, at 9.30 
rain or shine, auto buses start from the 
Columbus Avenue entrance of the 
Hotel Statler, for Gloucester, where 
dinner will be served at Ye Historic 
Tavern. This tour comprises 100 miles 
and will cover thoroughly Old Marble- 
head, Marblehead Neck, Salem (“The 
City of the Witches”) Beverly Farms, 
Magnolia, Manchester - by - the - Sea, 
Gloucester, and Bass Rocks. It is 
necessary to meet at the registration 
desk at 9 a.m. for this trip. Badges, 
inscribed with the names of the ladies 
who have registered for this trip, must 
be obtained from the registration desk 
the day before. Returning, the auto 
buses will arrive at the Statler at 
6 p.m. In the evening, the ladies will 
meet at the registration desk at 8 
o'clock to secure reserved seats for 
the Style Revue that evening. 

The next morning, July 10, a new, 
one hour, sight-seeing tour of Boston’s 
historical shrines will start at 9 o’clock 
and will conclude at 12 noon. At 1.20 
p.m., promptly, the party will report 
at the Columbus Avenue entrance of 
the Statler for the trip to Massachu- 
setts’ quaint South Shore. Cohasset, 
Nantasket, Pemberton, Hingham, and 





the Cape Cod Seashore will be ex- 
plored. At 3.30 p.m. afternoon tea 
de luxe will be served at the South 
Shore Country Club. Return trip will 
end at the Statler at 6.30 p.m. 

One of the pleasing innovations in 
the reception and registration of the 
visiting ladies to the Faic this year 
will be the name badges, on which each 
lady will write her name when she is 
presented with the new badge—-a real 
souvenir, by the way, of the events of 
July 8-10. At the top of this badge on 
a white ground, a red, high-style shoe 
appears—then a pendant of blue rib- 
bon, to which the name-card of the 
badge is attached. 

The personnel of The Women’s Hos- 
pitality Committee is as follows: Mrs. 
Charles T. Heald, Honorary Chair- 
man; Miss Helen M. Haney, Executive 
Chairman; Mrs. Charles Vinal, Mrs. 
Thos. F. Anderson, Miss Violet Cam- 
eron, Miss Margaret J. Monahan. 

The details of the Style Revue have 
been perfected, and all of the 100 golf 
tournament prizes, to be played for at 
the Woodland Golf Club, Auburndale, 
from 1 to 8 p.m. on Monday, July 8, 
have been duly marked and classified 
—ready for their victorious claimants. 
The afternoon style revues will take 
place at 4 o’clock; the evening shows 
will commence at 8.30 o’clock. There 
will be 64 showings of ladies’ shoes on 
living models, interspersed with pro- 
fessional acts. The showings will be | 
divided into four parts, as follows— 
16 street and sport shoes; 16 after- 
noon shoes; 16 young modern shoes; 





16 evening shoes. At the finish, as a 
special feature, the five International 








Kinney Store Moves 


SAVANNAH, GA.—(UTPS)—The lo- 
cal store of the G. R. Kinney Co. has 
just moved across the street from 105 
West Broughton Street into its new 
and modern home at 106 West Brough- 
ton. The new store has a 30-foot 
front and is 110 feet deep, making it 
one of the largest exclusive shoe stores 
in this section. A feature of the show 
windows is a _ breast-high showcase 
next to the sidewalk over which the 
passer-by may look into the store be- 
yond. 

The Kinney Company has main- 
tained a store in Savannah for five 
years. 


Ground Gripper Moves 


MINNEAPOLIS, MINN.-—(U T P S)— 
Following the trend of the shoe trade 
uptown on Nicollet Avenue, the Ground 
Gripper store has moved to 921 Nicol- 
Jet and is thoroughly established in 
the new quarters. 








(THREE distinct types of sports shoes, 


Beauties—Miss France, Miss Austria, 
Miss Ireland, Miss Germany, and Miss 
kngland, will appear on the runway, 
and will be introduced to the audience. 
Also, the Boston Fair girl, whose 
photograph has appeared in the official 
announcements of the Fair, and who 
also appeared in tableau at the open- 
ing of each style revue, will again ap- 
pear, and award in person the prize to 
the buyer who has suggested the most 
appropriate name for this beauty. 

The men’s registration committee is 
headed by T. A. Delany, N. S. T. A. 
Secretary, who will also have general 
charge of the ushering. Joseph Geary, 
a member of the Boston Shoe Travel- 
ers’ Assn., will be in direct charge of 
the ushering. He will be assisted by 
President of the B. S. T. A., Clarence 
N. Cogswell, and B. S. T. A. Vice- 
President John Whittemore, and a 
large corps of other shoe travelers, 
going out of the Boston market. A 
feature of the evening ushering will 
be the assistance of 15 members of 
the Boston Retail Shoe Salesmen’s As- 
sociation, headed by their President, 
Charles Reynolds, Manager of the 
Boylston Street Shoe Store of the J. L. 
Esart Co. 

Morey Pearl’s Orchestra will furnish 
the music for the Style Revue 
Madame Eames will furnish the 
gowns and millinery, which have 
been carefully selected as to color from 
actual swatches of the leather from 
which the complementing shoes have 
been made. Benjamin H. Ludwig will 
furnish the furs; Patterson Mutual 
Hosiery Milles, Inc., the hosiery; Hill 
& Hill will supply the riding habits. 


each for a different occasion, are shown 


in the window display above, which appeared recently in one of the Regal, 


New York, stores. 


The panel in the background at the left shows the Casino at 


Monte Carlo, which gives the motif for the showing of dress or boardwalk types 

of sport shoes beneath. The middle panel holds an enlarged aerial view of the 

Winged Foot golf course, at which the national tournament was in progress 

during the time this display was in the window. Practical gold footwear was 

shown with this picture. At the right was a picture of the Poughkeepsie regatta 
with appropriate spectator sports shoes 
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CONVERSATIONS 





showing how alert retailers are selling Arch Form to 


women on both sides of 30 


4 


Salesman and woman over 30 


She: Please show me some arch shoes for every- 
day wear. 


Salesman: (Showing new Arch Form models). 
Here are some styles I think you will like. 


She: I like them, of course, after wearing heavy 
shoes for years, but I said arch shoes. I can’t 
wear shoes like these. 


Salesman: Just try them on, please. 


She: TU try them but I tell you my feet can’t 
stand them. 


Salesman: Now walk up and down the aisle. 


She: Why, they’re the most comfortable shoes I 
have ever had on my feet! And they are so pretty. 
Are they really arch shoes? It seems too good 
to be true. 


Salesman: (pointing out Shock Absorber cushion 
heel and formed arch). These are the reasons, 
madam, why your feet feel so rested and easy 
in these shoes. They are the most scientific 
arch shoes made— Arch Form—and the price 
range is $10—$8.50. 


She: (delighted) I'll take them. Thank goodness, 
my feet will at last get a chance to look as nice 
as any other woman’s. 


* 


PLANT CORPORATION, BOSTON, 
BOSTON .:- 


THOMAS G. 
IN-STOCK CENTERS: 


Il 


Salesman and woman under 30 


She: I ought to look at arch shoes, my feet have 
been paining so. But I will not wear the clumsy 
things. Let me see your latest style in a Louis 
heel strap slipper. 


Salesman: (fitting her to an Arch Form model) 
Do you like this shoe? 


She: It’s a beauty! Doesn’t it make my foot look 
slim? But, oh, the agony Ill go through. 


Salesman: Walk up and down the aisle a few times 
to see how they fit. 


She: (returning) They don’t hurt a bit—they feel 


marvelous. 


Salesman: Certainly—they are the modern idea in 


correct arch shoes. 


She: You mean to say these are arch shoes? I 
thought arch shoes had to be heavy looking and 
these are the most graceful shoes I ever wore. 


Salesman: They are the new Queen Quality Arch 
Form shoes. Let me show you why they are so. 
comfortable. (Explains features) 


She: Aren’t they awfully expensive? 


Salesman: Only $10 and $8.50. 


She: Well, itseems miraculous—no more suffering 
and prettier shoes than ever before. I'll take them. 


MASS.. 
ATLANTA 


Chicago Sales Office: 209 South State Street 


New York Sales Office: 908-910-912 Marbridge Bullding 
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THEY LOOK TO “U.S.” WHEN THEY BUY FOR THEIR FEET) 








When You Buy Something For 
Your Own Use 





















a, Do you buy unknown mer- 
: chandise or a brand you know 
r : 

| and trust‘ 

AR 


Your Customers Figure It 
the Same Way 


So, when you order shoes—see that 
they are bottomed with materials made 
(and marked) by the company your 
customers know as the authority in 
providing for Foot-Health and Foot- 


Comfort. 





Specify— 
USKIDE and USTAN Soles 
SPRING-STEP Rubber Heels 


Made by the makers of “Keds” and “Gaytees” 


United States @) Rubber Company 


1790 Broadway, New York City 
World’s Largest Manufacturers of Rubberwear for Feet 
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Sail Boat Appeal 


Selling 


Canvas 


Footwear With ‘Rubber Soles in Demand by “Smart Dressers” 
cAmong the Masses, as Well as the (lasses, for 
Summer Sport of Yachting 


; AILBOATS, soft breezes, summer time—and quality 

canvas rubber soled shoes! All of these seasonal 

selling factors enter into shoe store merchan- 
dising at the present time. The list of summer sports in- 
creases with the seven-hour day, the five-day week. The 
Jim 'oneses now go yachting and canoeing just as fre- 
quentiy as do the Richard Rockefellers. More machinery, 
and ‘ore modern equipment, generally, plus the greatly 
incre sed wages of the past decade, have “done the trick.” 
The |im Joneses of today are much better prospective pur- 
chasers of “Shoes for the 
Occasion,” including qual- 
ity canvas, rubber soled, 
shoes, than they were ten 
years ago. The Jim Joneses 
play--they travel — they 
“listen in” on the radio— 
they study the styles—they 
are oli the alert for the ap- 
parel which will give them 
the most pleasure, in which 
consideration, their good 
personal appearance is of 
paramount importance. 


M's are not so much 
afraid of “over- 
dressing” as in 1920—they 
have improved perceptibly 
this year in that regard 
over last year. Their 
major thought in 1929 as 
to appareling is “Am I 
dressed right—from top to 
toes?’ The masses of Amer- 
ica do not want cheap can- 
vas footwear, any more 
than they want any other 
type of footwear, or head- 
weaf, that is cheap. It has 
been well said that “The 
economic millenium has ar- 
tived, so far as the Amer- 
ican masses are con- 
cerned.” All the retail 
shoe merchant has to do, 
therefore, is to watch 
closely the behavior of the 





Yo, ho for the life of a sailor! Here’s Gwen Lee, Metro- 

Goldwyn-Mayer player and Wampas Baby Star, a de- 

votee of yachting, and boating, engaged in her beloved 

sport at Santa Monica, She is wearing white canvas rubber 
soled shoes, to match her cap 


folk in his community—their sports’ tastes, included, and 
sell them—man, woman, and child—“Footwear for the 
Occasion,” in which classification canvas rubber soled shoes 
occupy a prominent position. 


oman canvas rubber soled shoes are the logical 

footwear for the sports of yachting and canoeing. 

They harmonize with “the flowing sheet” of the sail; they 

have a cool, comfortable, “smart,” and practical, appeal. 

Salt, or fresh water, does not hurt them in the least. 
Their rubber soles are so 
made as to prevent falling 
on slippery decks, wharves, 
and rocky shores. These 
characteristics of canvas 
rubber soled shoes are good 
points to pass along to the 
public. The young woman 
will doubtless be especially 
interested in the fact that 
she may buy many pairs 
of different shades of laces 
for her white canvas 
shoes in tones to match 
her costumes. Or, if she 
prefers, she may buy white 
canvas shoes, with blue, or 
green, or red, or yellow, 
rubber trims, the colors of 
which will not “run.” For 
boys, there are Khaki can- 
vas, rubber soled, shoes 
with many different  col- 
ored rubber trims. One of 
the popular models in a 
boy’s canvas shoe is of 
white canvas, on which col- 
legiate characters have 
been printed. 


ANVAS rubber soled 

footwear for boating 
purposes can be arranged, 
window-wise, so as to have 
a very strong pull at the 
public's purse _ strings. 
Boat and water trims move 
more canvas. 
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EVEN 
THE LACES 
MUST BE THE 
FINEST 
The fine shoe of today, like the 


fine car or the elegant home, tolerates 
no second rate accessories. 


With the perfect tannages of leather, the best 
of heels, soles and all other essentials of a truly 
high grade shoe, Matson Process Tip Laces have been 
developed to check with this new customer-demand. 


No matter how good the shoe—a Matson Tipped Lace will 
do it full justice in appearance and performance. 


Figure MatsonjTipped Laces any way you like— 
you can only profit by ordering them into 
your lines—or as an important item in 

your findings department. 


Sroe Lace COMPANY. Lp 
610 MANTON AVENUE PROVIDENCE, R 
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elling Shoes 


on the 


Road 


News of the Shoe Travelers 


Edited by HELEN M. HANEY 


“Cherchez la Femme” 


By R. H. HAVILAND, Chairman of Publicity, Boston 
Shoe and Leather Fair, July 8-10. 


There’s a good time awaiting you at the Tenth Boston 
Shoe and Leather Fair, July 8-10! If you've not yet 
made train, or boat, or auto reservations, take a hop by 
airplane. It’s well worth your while. Because: 


First and foremost—There’s Country Club Day, with a 
golf tournament to be played for 100 or more prizes, at 
the delightful Woodland Country Club, Auburndale, on 
Monday, July 8, from 1 p. m. to 8 p. m., followed by a 
banquet at the Woodland Country Club. The Stetson 
Shoe Radio Band will furnish the music. If you go to 
the Woodland Country Club to register for the Fair, 
send the ladies to the Statler. 


There’s the Style Revue, with afternoon and evening 
performances at 4 p. m. and 8.30 p. m., July.9, 10, in 
which the five International beauties will take part. 


And, besides—there’s ‘the mysterious lady. She's 
a typical American girl, but she wants a name. She wants 
every retail shoe merchant who attends the Fair to name 
her—the one who suggests the most appropriate name 
receives a prize. The ‘mysterious lady’ will open up each 
show, in tableau. She will positively appear on the stage 
“in the flesh; she’ll not be canned.” However, she’s an 
elusive creature, so plan to be “in at the start,” and look 
quickly and intensively—for, quick as a flash she'll be 
gone. She says the more names you suggest, the better 
she will like it, but you can’t find her unless you are at 
the Fair. 


HARLES  B. 

TAFT, - adver- 
tising manager for 
P. W. Minor & 
Son, Inc., of Ba- 
tavia, N. Y., was 
in New England 
on a business 
trip week of June 
24, This was 
“Charlie’s” first 
trip back to this 
territory since be- 
coming located 
permanently at the 
factory. Besides 
supervising the advertising activities 
of this firm, Mr. Taft has been doing 
considerable traveling, his most recent 
trips being through Michigan, also to 
New York City, Brooklyn and Long 
Island. The Minor company will have 
its complete line of fall in-stock shoe 
samples on display at the Copley-Plaza 
Hotel during the Boston Shoe Conven- 
tion “The Week After the Fourth.” 
Henry H. Minor, president of the firm, 
will be in attendance, together with 
Frank B. Newhall, Maine, New Hamp- 
shire and Vermont representative; 
Howard E. Mahoney, Massachusetts, 
Rhode Island and Connecticut repre- 
sentative, and Claude L. Kimmel, New 
York State representative. 


Chas. B. Taft 

















Usefulness of N.S.T.A. 
Insurance Disc 


An instance of the usefulness 
of the metal discs presented to 
N.S. T. A. group insurance policy 
holders was related recently by 
Secretary Delany. A traveler 
lost his bunch of keys to which 








THE Riley Shoe Manufacturing Co. 

of Columbus recently held a sales 
conference, after which the traveling 
salesmen of this house started on their 
territories for the fall season, as fol- 
lows: J. M. Stanley, Ohio; W. F. 
Hahhah, Illinois, Iowa, South Dakota 
and Missouri; F. E. Renck, Michigan, 
Indiana and Chicago; J. G. Taylor, 
Wisconsin, Minnesota, North Dakota 
and the Northern Peninsula of Michi- 
gan; T. L. Barnes, North and South 
Carolina; C. E. Aspinall, New York 
and Pennsylvania; J. A. Farrell, Utah, 
Washington, Oregon and California; 
H. P. McCarthy, Louisville, Dayton and 
Cincinnati; J. W. Vaughan, Virginia, 
West Virginia, eastern Pennsylvania, 
New Jersey, Maryland and District of 
Columbia; R. J. Albright, Kentucky 
and Tennessee.—(UTPS). 





GERRISH, the “Long Boy,” is 

* now the representative for Cen- 
tral Indiana for Charles Meis & Co., 
Cincinnati, Ohio, with an office in the 
Odd Fellows Building, Indianapolis. 


N ORRIS BLASKY, Emerson Shoe 
Mfg. Co.’s representative, with 
headquarters in the Denckle Building, 
Philadelphia, recently made a call at 
the factory and assisted Charles and 
Harry Brandman in styling some new 
fall numbers for his territory. Mr. 
Blasky calls on the big city trade in 
Pennsylvania, Maryland, New Jersey 
and Washington. 


Work is impossible if one is not 
prepared for work. 








the metal disc was attached in a 
Boston restaurant. The restau- 
rant manager immediately tele- 
phoned the National office, and 
reported that the keys had been 
found with the metal disc, giving 
the number on the disc. Secre- 
tary Delany looked up the disc 
number, which was identical with 
that on the policy, and from that 
number the insured’s name was 
traced. The owner of the keys 
was notified of his loss, and 
within 24 hours of the time that 
the restaurant owner found them, 
the keys were restored to their 
owner. 














SAVE $48.50 















Designed Especially for | = ill” 
Your Needs! Write Now! | =& 4 







LIMITED OFFER 


To introduce our new model 542 we have 
delibérately cut the price from $190 to 
And we challenge comparison 
of its quality, workmanship and design 
at anywhere near its price! Write for full 
details now—convince yourself that here 
is just the type of outside display case 
you need—at a saving that deserves your 
immediate action. This is a limited offer 
subject to withdrawal after sixty days. 















TPAOE MAPK 


DISPLAY CASES 


DETROIT SHOW CASE CO. 
1670 W. Fort St., Detroit, Mich. 
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Ke AN 
CHESTERFIELD 


New Youn G TY 


600 Rooms 


Single Rooms 


Double, private bath ...... 
Special Weekly Rates 


Circulating Ice Water 


Case 
No. 542 











Double Rooms ............ 3.00 
Single, private bath ...... 3.00 












COURTESY . . COMFORT . . CONVENIENCE 








On This New Display Case! ITA pn 











IN 


Chestnut at Ninth Street 
PHILADELPHIA 


The traveller or permanent 
guest is assured of attentive serv- 
ice, enjoyable environment and 
the highest refinements of good 
living at The Benjamin Franklin. 
Here you will find, combined in 
an unusual manner, the tradition- 
al hospitality of 
more keisurely 
times with the 
most modern 
hotel appoint- 
ments. 

















Twelve hundred rooms, 
each with bath 





Rates commence 
at $1.00 





MORALE LELAND BICCING 
Durerter 
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AMUEL SVU- 

BOW, formerly 

covering Northern 

Illinois and North- 

ern Indiana for 

12 years for the 

Brown Shoe Co., 

with headquarters 

in Chicago, was 

made manager of 

the Pittsburgh 

office of this house, 

with permanent 

sample room, No. 

423, Hotel Henry, 

in February, 1929. 

Subow’s brother, who is very much 

sted in the Pittsburgh branch, is 

him. Samuel Subow’s business 

y might well be captioned, “A 

Who Determined to Make Good 

s Employers.” He succeeded be- 

he has “shot square” and always 

d his customers well. He knew 

lue of a smile, and was pleasant 

iir in all business transactions. 

vorked hard and liked it; he was 

»thusiast on the Brown Shoe Co. 

,andise. He worked for the future, 

consequently has risen from the 

to an executive. He made his 

‘rn Illinois and Indiana territory 

one of the best profit payers for his 
house. * 


conuel Subow 


HEN the wire announcing the 

udden death of William F. 
Schoe!ll, the faithful and efficient sec- 
retary-treasurer of the Philadelphia 
Shoe Travelers’ Association and Phila- 
delphia representative of the Sherwood 
Shoe Co. of Rochester, reached this 
office, we were just going to press, and 
so our June 29 issue continued only 
a “flash” of the news. More particu- 
lars have now been forwarded to us 
for these columns. Secretary Schoell 
was found dead in his car on the 
Middleburg Pike Road, four miles north 
of Hagerstown, Md., on June 19. He 
had a deep cut in the right side.,of 
his head and his battered straw hat 
was near by. His friends and neigh- 
bors believe that he suffered a fainting 
spell, to which he was subject, falling 
from the driver’s seat, striking his 
head. There were no marks on the car 
to indicate that there had been an acci- 
dent. The brakes were set and lights 
were turned on when a farmer, pass- 
ing by, found Secretary Schoell on the 
floor of the auto with his head in a 
pool of blood; he was still breathing. 
The farmer phoned for a policeman, 
but Mr. Schoell died before he arrived. 
Mr. Schoell had $36 in his pockets and 
a valuable gold watch—his purse was 
undisturbed. Five suitcases, filled with 
shoe samples, were in the back of the 
car; his hat was on the floor of the 





He Was the 2390th 


A Lynn salesman, handling 
factory supplies, walked by the 
regular door of the prison shoe 
shop, which is on his route, and 
first thing he knew he was ramb- 
ling along the prison wall, inside 
instead of outside. 

“I want to get out,” said he to 
the guard who halted him. 

“There are just 2389 other fel- 
lows in here who want to get 
out,” relied the guard, “and you 
make the total 2390.” 
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car. An order book found in his pocket 
indicated that he had been on a -busi- 
ness trip of several days; the last or- 
der in the book was from a Lancaster 
merchant. 

Secretary Schoell will be greatly 
missed by the boys of the Philadelphia 
district and his trade. He was a won- 
derful character. He was 59 years of 
age. He lived at 4821 Regent Street, 
West Philadelphia. 


~ 


The late William F. Schoell, 

beloved secretary-treasurer of 

the Philadelphia Shoe Travel- 
ers’ Association 


M. STANLEY, veteran shoes tray- 

¢ eler with the Riley Shoe Manu- 
facturing Co. of Columbus, started 
his 17th year as a representative for 
that company on May 1. He has com- 
pleted 16 years of service, a greater 
part of which time was in Ohio. When 
he entered the employ of the company 
in 1913 he had had a few years’ ex- 
perience on the road. At first he was 
assigned to the western part of Ohio, 
Kentucky and West Virginia. Eight 
years ago, when J. W. Riley retired 
from the road, Mr. Stanley was made 
official Ohio representative. He num- 
bers his friends in the retail shoe 
trade in Ohio by scores —(UTPS). 


AMES CUMMINGS, who represents 

Thompson Bros. Shoe Co. of Brock- 
ton, Mass., recently made a trip to the 
Southland. Mr. Cummings reports that 
business in the sections of Dixie visited 
by him, including men’s departments 
and stores, are having an exceedingly 
good business. 


“Courtesy is to business and so- 
ciety what oil is to machinery.” 


R. O. Vantrees represents the 
Harsh & Chapline Shoe Co. in 
Kansas. One of his good 
friends in the trade says: 
“Van is making a record with 
‘Lion Brand’ and ‘Harsh-line’ 
shoes that will shoot him free 
from the ‘Hopeful Class,’ and 
make him a ‘Champion,’ too.” 








HARLIE 

SHORT, who 
formerly repre- 
sented the Capitol 
Shoemakers in the 
West, has recently 
severed his con- 
nection with that 
house to represent 
the Gregory & 
Read line on the 
Pacific Coast. Mr. 
Short was at one 
time a buyer for 
the Broadway De- 
partment Store 
and resigned that position to become 
a traveling shoe salesman. He is con- 
sidered one of the most: able shoemen 
in the West. His knowledge of the 
trade, especially from the retail stand- 
point, is proving of great help to him, 
not only in the building of the Gregory 
& Read line, but in suggestions to the 
buyers. Mr. Short attended the re- 
cently held Northwestern Convention, 
and will show his line at the July 15- 
17 San Francisco Convention, to be 
held at the St. Francis Hotel. 


Charlie Short 


HE latest edition of the Indiana 
Shoe Traveler “Live Wire” says: 

“Let’s talk about our rubber sales- 
men—who are real workers and always 
promoting the I. S. T. A~—Homer Beals, 
past president N. S. T. A., home ad- 
dress Noblesville, Ind., is the 100 per 
cent member in attending our meetings 
during the past year. 

“Willie Havens, who sells the Good- 
year line, has gone to his summer home 
at the Barkee Lake. Willie wanted to 
go early so he might see the ice break 
up and get in his summer wood. 

“O. D. Burdin sells U. S. Rubber in 
Indianapolis and Marion County, also 
Brother Parrin out in the State. These 
two make a real pair for this U. S. 
branch. Other rubber salesmen next 
issue. 

“Crowder-Cooper Shoe Company, the 
well-known jobber and specialty house, 
is a company ‘customer’ of the I. S. 
T. A. All its members should be proud 
of this fact, for they have in their sales- 
force a 100 per cent honor roll in our 
association. We only wish we had more 
Claude Crowders. 

“W. F. Crooke, past president and 
manager-director of our shoe conven- 
tions, who keeps up his membership 
with us, opened his summer dance re- 
sort on Tippecanoe Lake, May 28. Con- 
nie’s Famous Indiana Orchestra fur- 
nishes the dance music. Drop in; you 
will always find a welcome.” 


Don’t be content with doing only your 
duty. Do more than your duty. It’s the 
horse who finishes a neck ahead who 
wins the race—Andrew Carnegie. 





A Paradise for Shoemen 


Women on Mars have six feet, 


according to one scientist. If 
they wear novelties, they should 
buy them in case lots. As Mars 
is only several million miles away 
from earth, even a flying journey 
there would constitute a long and 
expensive trip. But think of the 
business possibilities! 
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BUY as you SELL 


And Avoid Frozen Capital in End-Sizes 





July 6, 1929 


The Recorder Stock Record System Helps You Do Just That! 






n 


RECORDER sToOcK RECORD SYSTEM | \ 
Dat s a 
- |» cd] 





THLY INVENTORY 


RECORDER STOCK RECORD SYSTEM 


Lining 


DESCRIPTION 


One hour a week 
keeps your rec- 
ords complete. 


Every sale and 
purchase re- 
corded. 


Visible daily 
turnover and 
sales report. 


Send for your 
copy today; it 
will prove an in- 
valuable aid ‘in 





keeping you ac- 








Buyer’s Information 


curately in- 








wmimeceee | Sets” formed from day 


inced stock at all 





ot ———— 
ele service to aid you LittleG. " phan 
} mainaini h 
these your endeavor to Shoes are cin y 





BUYING ORDER 








a Jee 
Leather | Pomere | Lae | Sele | Ment | Lining 








Stock Record Book, with 4 Inventory 
Pads (or 2 Inventory Pads, and 2 
erry eae Buying Order Pads) and 1000 Car- 
o{mj spent ton tickets with clips:— 


$ 


West of Denver, $8.50 
Canada and Foreign, $9.25 


Q.00 








100 sheets and 11%” x 13%” loose leaf binder—also Above, not i ° 
heet 100 1 tory sheets and ? 
400 anliy wiven Se a ying oracr sheet CARTON TICKETS, $5.5 
West of Denver, $6.00 
Shoe Carton Tickets ’ 
Oc. per 100; $1.50 for 500; $2.50 for 1000. Canada and Foreign, $6.50 
eras oon aes Coes — a cae ae Postage Prepaid—Check with order, please 




















MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
189 WEST MADISON STREET 


CHICAGO, ILLINOIS 














July 
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Shoe Illustrated made 
and designed by 


Tweedie Footwear 


Corporation 
Jefferson City, Mo 


\ 


EOOK SMARTER 


Yes— and hook smarter than any 
fastener ever has heretofore! 


One movement hooks ‘‘Huk-On”’. 
One unhooks it. It stays fastened, 
too. 


No loop shows— no buttons to change. 
Slips under any size buckle or orna- 
ment. Can be used on any size strap 
from 3; to 114 inch. 

The new fall creations will be on dis- 
play at the Boston Shoe and Leather 
Fair, Hotel Statler, Booth 17. 


Room Nos. 606-608 


HAVERHILL SHOE 
NOVELTY COMPANY 


126 WASHINGTON ST. 
HAVERHILL, MASS. 
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“IVENA” 
R-446—White Kid, White 

Lizard Calf Trim....... $5.25 
R-949—Black Kid, Black 

Moire Calf Trim....... 4.85 
R-252—Patent Leather 

with Black Porcupine 

Calf Trim ....c.ccceee 4.85 
R-948—Nautical Blue Kid 

with Blue Lizard Calf 


Trim ...cccccesccoeces 5.50 


“REGENT” 
Special Process 
19/3 Heel 
R+448—wWhite Kid ...... $4.75 
R-998—Silver Kid ...... 6.00 
R-944—Patent Leather... 4.35 
R-115-—Black Calf ...... 4.35 


R-170—White Silk Crepe. 5.00 
R-171—Black Silk Crepe. 4.85 


Special Process 











A full line of 
MENIHAN 
Special Process and 
MENIHAN 
ARCH AID 
shoes will be dis- 
played at the Boston 
Show 


July 8-9-10 
at the 
Copley Plaza Hotel 














Detroit Office: 
Detroit-Leland Hotel 
Cc. G. SELLERS 


Pittsburgh Office: 
enry Hotel 
W. A. BARNEY 


New York Office 
846 Mastestt 
B. W. MOYL 


HITE has already proven the 
BEST SELLER of the season— 
and — we have the snappiest 


patterns ready to ship NOW! 





“DEVON” Special Process 
(Woven Leather Strip) 
B-235—Vamp insert of 
White—Beige and Blue 
woven leather strips, bal- 

ance of shoe White Calf. $5.00 
B-236—V am p insert of 
White—Beige and light 
green woven leather 


balance of shoe 


Sunburn Tan Calf...... 





“ALPHA” 


Special Process 
White Calf...... $4.85 


“NORGE 
Special Proc 
R-8S24—White Calf. 














“CLARE” 






ess 


Special Process 

15/8 Heel 
R-226—White Satin .... 
R-285—Silver Kid . 


“LULU” 






















Special Process 


R-182—wWhite Calf. 


4 
R-148—Patent Leather... 4.75 


SIZES 


Terms, Net 30 Days. 


three pairs. 


In-Stock Department 


ROCHESTER, N. Y., U. S. A. 


Bidg. 


San Francisco Office: 
Plaza Hotel 
LAN H. S. KUSHINS 


New England Office: Draper Hotel, Northampton, Mass., ELLIOTT -LA MONTAGNE 


. 5 to8 


44 to 8 


Twenty-five cents additional for orders of less than 


THE MENIHAN COMPANY 


Los Angeles Office: 
111 East 8th St. 
Cc. E. VAN DE GRIFT 





EF SHOES=-1~ STOCK 








“IVENA” 
Special Process 
R-S23—White Calf, White 
Lizard Calf Trim....... $4.85 


R-168—Nautical Blue Kid, 
Blue Lizard Trim....... 5.25 









R-169— Patent Leather, 
Black Porcupine’ Calf 
TIE occccvscccesseees 4.85 





“CLARE” 


Special Process 
22/8 Heel 

R-555—wWhite Kid ...... #4.7° 
R-224—wWhite Satin ..... 4 
R-289—Silver Kid ...... 6. 
R-572—Patent Leather... 4. 
R-573—Black Satin ..... A 
R-574—Light Black Calf. 4. 














Goodyear Welt 



























“SPOOR” 


R-163--White Elk, Tan 
Calf Trimmed, with 
Duflex Rubber Sole 
GE GEE eee cccccese BH.) 





Cleveland Office: 
The Hollenden Hot-! 
A JENKS 


Chicago Office: 


Majestic Hotel 
F. J. SATEK 
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EVERY WEEK 





‘“Dressmaker’’ Shoes Provide Stim- 


ulus in Philadelphia Shoe Shops 


Small Details of Decoration 
and Finish Appeal to 
Customers Now 


PHILADELPHIA, Pa. (UTPS)—Hot 
weather shoe business is peculiar 
and is suited to summer conditions. 
Demand at present runs largely to 
white shoes, embroidered linens and 
slippers for wear with chiffon 
dresses. Color, too, has been very 
much coming into its own, not so 
much in the way of solid color, but 
in combinations and particularly in 
embroidery. 

It is the slipper with the “dress- 
maker” touch that is wanted most 
of all in the various shops, those 
which carry out the scheme of a 
whole costume that is feminine in 
the extreme, and this applies to em+ 
broidered silks and linens and to the 
types such as marokas with trim- 
mings of silk kid. 

Retailers say that still another era 
has dawned in the selling of shoes. 
Customers used to be content to have a 
shoe tried on, regard it in the mirror 
and then if it felt comfortable and 
looked pretty, it was sold. 

The procedure is different now. The 
customer first examines the shoe in the 
hand, and notes how it is made and 
each one of the little details that is 
hardly apparent when it is viewed on 
the foot. The tiny appliques of con- 
trasting leather, the little stitches in 
the embroidery, the finish on the straps, 
the shape of the heel—all these details 
are taken in at close range, and then 
the other procedure begins. 

It is this change, the retailers say, 
which has been making the present 
summer shoes sell. People are de- 
lighted with the “Dressmaker” touches, 
and express themselves as satisfied 
with the finer finish on shoes since they 
are so much fancier. 

One surprise which many retailers 
confess to is the much bigger business 
in white shoes than they were looking 
forward to. Some say, in fact, that 
they counted only on the conservative 
business in white and the neutrals and 
off-shades, such as parchment and egg- 
shell to take care of the rest of it, but 





In Business 83 Y ears But 
Foregoes Anniversary 


Sale 


PROVIDENCE, R. I. (UTPS)— 
Although the F. B. Crosby Com- 
pany, located at 30 North Main 
Street here, do not believe in 
birthday sales and anniversary 
events, they are now 83 business 
years old. The father of the 
present Mr. Crosby, who owns 
and manages the business, was 
with the store for 50 years. The 
present Mr. Crosby has been as- 
sociated with the business for 39 
years. 

Asked why the anniversary of 
such an old, well-known business 
was not celebrated in the usual 
manner, Mr. Crosby _ stated 
“There’s far too much of it. We 
prefer to plug along in the same 
way and not add to the business 
celebrations of various types. 
- believe the public is tired 
=< a> 














smart people have been demanding 
white, made up in ultra styles, and 
some have scurried around quite a bit 
to have enough white on hand to meet 
the demand. 


Geuting’s have been selling lots of 
the white Java lizard, in all white 
interpretations, as have other shops 
with a high price range. Wanamaker’s 
have been doing a tremendous white 
shoe business in the ultra styles right 
through to the conservative. 


Sports shoes, of course, are in their 
heydey now, but it is thought that the 
expensive shoes will sell only up to 
around the Fourth of July, and after 
that it will be the same cheap business 
that milliners complain about during 
the summer. 


Sales have started in some of the 
stores, and have met with a big 
response. Bonwit Teller’s sold many 
of their expensive shoes at $9.85 and 
$13.85. and sold out the seasonable 
types first. 


Woven shoes have not had the huge 
response that they had last year, the 
demand having switched over to the 
comfortable summer shoe that holds 
the foot a bit more. 





Retail Gains Reported 
for Month of June 


Boston, MaAss.— Retail shoe mer- 
chants report that the month of June 
this year has shown appreciable gains 
over June, 1928. They attribute this 
improvement, in large measure, to the 
big sport shoe demand, and increased 
publicity. In the latter classification, 
good windows have played an import- 
ant part. Sport shoes have sold in 
large numbers, not only for play, but 
to boys for graduation footwear. 
Black and white combinations with 
leather soles, are a favorite selection 
by men and boys for a semi-dress shoe. 
As one men’s footwear department 
manager recently stated: 

“The ordinary fellows are buying 
sport footwear this year. Fellows who 
last year would never have thought of 
putting on a pair of sport shoes, for 
the reason that they would make them 
look too conspicuous, are this year 
selecting sport shoes, because ‘all the 
other fellows are wearing them.’” 

Tan and white combinations are sell- 
ing in some men’s shops about 50/50 
with the black and white combinations. 
It is reported that the smart dressers 
often specify white and tan, and that 
men are choosing shoe colors to match 
or harmonize with their other clothes. 
All white buckskin is also selected by 
the well dressed man; black and white 
elk, tan and white elk, or these same 
color combinations in calf leathers, are 
good sellers. 


New Management for 
St. Louis Peacock Store 


St. Louis, Mo.—A. T. Francis and 
F. M. Gibson, both from Kansas City, 
have taken over the St. Louis Peacock 
store, effective at once. During the 
past few years they have been con- 
nected with the Kansas City Peacock 
store. Previously to this connection 
Gibson was associated for 15 years 
with Carlat’s, in Kansas City. A. T. 
Francis also was connected both with 
the Kansas City store of Carlat’s as 
well as the Wichita branch. 


Thurmond a Manager 
(UTPS)—George S. 


TULSA, OKLA. 
Thurmond, who has been with the 
Tuttle-Scott Shoe Store, Tulsa, has 
been appointed manager of that com- 
pany’s store in Quincy, Ill. Mr. Thur- 
mond has been employed by the Tuttle- 
Scott Company for the past two years. 
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York Shoe Retailers 
Plan Outing July 25 


York, Pa.—Final arrangements for 
the tenth annual outing of the York 
Shoe Retailers’ Association, which will 
be held at Camp Ganoga, the official 
Boy Scout Camp of York County, on 
July 25, have been completed by the 
committee in charge. The committee is 
composed of Cletus Reineberg, chair- 
man, Harry Balmer and Jack Freed- 
man. 

The employees in the local stores 

will be the guests of their employers 
at the affair, and the association is ex- 
pecting to entertain many merchants 
from Harrisburg, Lancaster and Han- 
over and other nearby cities. The af- 
a promises to be the biggest ever 
eld. 
The committee has arranged an 
elaborate program of athletic events 
for the day, which will be featured by 
the annual baseball game between the 
married and the single men of the as- 
sociation. A dinner served by the Boy 
Scouts, and an entertainment by the 
— will bring the day’s activities to 
a close. 





Ground Gripper Parlor 
For Albuquerque 


ALBUQUERQUE, N. M. (UTPS)—The 
first parlor shoe store in this city will 
make its appearance early in July when 
Dr. Orvis A. Cox opens his new Ground 
Gripper Shoe and Foot Clinic, in the 
Franciscan Hotel building. A full line 
of shoes will be carried in a luxurious 
room where no shoes will be on display. 
Individual overstuffed chairs, floor 
lamps, a fernery and a very thick rug 
will be the outstanding features of the 
retail department. The clinic will be 
equipped with a  fluoroscope and 
polysine generator for foot examina- 
tion, measurement and correction. A 
color scheme of subdued green and gold, 
and natural will be carried out, even to 
the office furnishings. z 





Inspired by History 





(HE John Wanamaker, New York, 
store has introduced this square-toed 
slipper as an inspiration from some- 
what similar shoes worn during the pe- 
riod of Louis XIV. The pattern com- 
bines the historical feature along with 
a somewhat modernistic treatment of 
corners and angles. The store does not 
carry this shoe in stock, but makes it to 
order from any combination of leathers 
or materials selected by the customer. 

















BALTIMORE, MD.—A cooperative 
“Sports Shoe Week,” arranged by the 
retail shoe merchants of this city for 
June 15-22, is reported to have brought 
“wonderful business results” to all the 
houses taking part. The event was well 
announced by a broadside ad in the 
Baltimore News of June 14. The win- 
dow trims “backed up” the newspaper 
publicity. Cuts of shoes and prices 
were stated in every ad, and the words 
“Sport Shoes” at the top were printed 
over a scenic background illustrating 























the summer games of golf, dancing, 
polo, baseball, yachting, tennis, motor- 
ing, flying, canoeing and hiking. Two 
style talks at either end of “the broad- 
side”’—one to the modern man, the 
other to the modern woman—stressed 
“Shoes for the Occasion.” The follow- 
ing retail shoe merchants joined in this 
cooperative feature: The Great House 
of Isaac Benesch & Sons, Wise Shoe 
Co., Hanan & Sons, Wyman’s, Peters, 
Newark, The Hub, Forsythe’s, Is:ac 
Hamburger & Sons, and Hess. 








Ballou Picnic 


PROVIDENCE, R. I. (UTPS) — Em- 
ployees of the F. E. Ballou Company 
held their annual outing at the Pom- 
ham Club on Wednesday afternoon, 
last week, employees’ half holiday in 
retail establishments here. Picnic 
lunches, games and such, furnished a 
good time for everybody. 





Clearance Sales On 
In the Middle West 


CINCINNATI, OHIO—Local retail shoe 
merchants have been fairly successful 
in cleaning up their stocks of mer- 
chandise that will not carry over well 
into summer. Whites have been in good 
demand for some time and are very 
popular at present. It is thought that 
they will hold up well through the 
summer and that the season as a whole 
will be the best white season enjoyed 
in years. 

Black patent continues in demand 
and the hot weather does not seem to 
be having any serious effect on the 
sale of reptile footwear. Reptile 
leathers in colors are most popular at 
this time when used as trimming. 

Beige and gray kid sales are holding 
up well and blue kid is just as goud 
as it was two months ago. Neither red 
nor green has been considered a first 
rate seller this season but as mer- 
chants bought sparingly of these colors 
they are experiencing no difficulty in 
getting rid of them. 

White linens are exceptionally good 
and one merchant reports that they 
have been selling almost up to white 
kid for the last three or four weeks. 
Some printed linens are also moving 
and there is some demand for satin. 





Two New Stores Are 
Opened in Albany, N. Y. 


ALBANY, N. Y. (UTPS)—Albany 
shoe merchants report business ven- 
erally good. The higher grades of shoes 
are finding favor. Thomas M. Houli- 
han, for 35 years with Joseph Fearey 
& Son, has opened a men’s shoe shop 
in the new Broadway Arcade at Broad- 
way and Maiden Lane. The building 
stands on the site of the famous Kevler 
Hotel destroyed by fire some years ::go. 
Mr. Houlihan went to work for Joseph 
Fearey & Son when he was but nine 
years of age as a delivery boy and rose 
to store manager at the time the ‘irm 
discontinued business. He is handing 
the Dalton shoe and other lines. 

William Burgess, for nine years with 
Joseph Fearey & Son where he had 
charge of the juvenile department, has 
opened the first all juvenile shoe «'ore 
in Albany. Mr. Burgess is also loc:ted 
in the Broadway Arcade adjoining the 
store of Mr. Houlihan. 





Rob Chisholm Shop 


Detroit, Mico. (UTPS)—While 
troit’s downtown traffic thundered }; 
two bandits took possession of the 
branch shop of the Chisholm Boot op 
at 1424 Woodward Avenue, forced the 
manager, seven employees and ¢izht 
customers, three of whom came in « ur- 
ing the holdup, to go down to the b:se- 
ment, and escaped with $2,200 {om 
the store safe. 

While one bandit kept the employees 
and customers quiet the other wen: at 
once to the office of James E. Wil-on, 
the store manager, on the mezzanine, 
and secured the money. 
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W HEN the Davison-Paxon Company, Atlanta, Ga., which is affiliated with 

R. H. Macy & Company, took on the exploitation of shoes designed by 

Neysa McMein, artist; Lynn Fontanne, actress, and Sally James Farnham, 

sculptress, begun by R. H. Macy & Company, the Atlanta store borrowed the 

idea of set-in shelves in the background for window display. These modernistic 

shelves, set into a wallboard background, should be easy for any retail shoe 
merchant to duplicate 








Bon Ton Remodeling 


Houston, TEx.—(UTPS)—The Bon 
Ton shoe store, of 303 Main Street, 
Houston, is being remodeled, both in- 
terior and exterior of the store. 

The store will have en entirely new 
front, with new and larger display 
windows. The base of the display win- 
dows is of black marble with copper 
trimmings around the glass. 

The interior of the store will be 
finished in pastel shades of apple 
green. A new carpet, as well as new 
fitting chairs, are being installed. The 
hosiery department and all the shoe 
departments will be enlarged, accord- 
ing to H. J. Kornbluh, manager of the 
store. 


Steinberg’s to Invade 
High Priced District 


SAN Francisco, CAL.— The fourth 
outfit to announce the opening of a new 
shoe store on Geary Street next month 
is Steinberg’s who is to have a new 
place near the corner of Grant Avenue. 
This store is the first one in this dis- 
trict to attempt to sell shoes in the 
popular price field. The experiment is 
awaited with much interest among 
shoe men as the marked tendency in 
this section is to strengthen the lines 
above $15 rather than appeal to the 
masses, 

This new venture will specialize in 
Enna Jetticks at $6 and a line of nov- 
elty shoes retailing at $6, $7 and $8. 
According to the management a mod- 
ernistic treatment of both the front 
and the interior is being worked out 
that will result in a superfine shop. 
Edgar Weil will be in charge. This 
new store will be the fourth in this 
city operated by M. Steinberg & Sons. 








Dark Shades Run Strong 


in San Francisco 


SAN FRANCISCO, CAL.—Most shoe 
buyers here agree that the retail shoe 
color buying trend has been most 
peculiar this spring.’ All the early 
eastern dope pointed to light colors 
being in popular demand. What really 
happened was that the dark shades of 
browns and blues as well as the blacks 
were freely purchased while the reds, 
blues and the beige shades just lay on 
the shelves. Most stores took a sweet 
spanking when they cleaned out the 
high’ colors around $1.50 a pair. 

In the better grade women’s field, 
snakes and lizards have held up 
remarkably well. Every indication 
points to their being good through the 
fall. Some far sighted buyers even 
predict a good demand for the reptiles 
for the spring of 1930. A few stores 
report some action on the grey kids, 
while many underestimated the dark 
blue strength. Crepes and moires have 
created a mild sensation along Geary 
Street. 

The action of the High Schools in 
adopting all white costumes for the 
graduating classes cleaned out the 
limited stocks of white shoes as never 
before. What the school girls did not 
take was cleaned out in the few days 
of warm weather right after gradua- 
tion, which provided the impulse on 
the public’s part to buy. 


Opens Children’s Dep’t 


PORTSMOUTH, OHIO (UTPS)—L. H. 
Merrifield, manager of the Portsmouth 
branch of the Newark Shoe Co., has 
opened a children’s department in the 
store to augment the men’s and 
women’s departments. 








ORO ORS, 


Style 311—Price $5.20 





Aviatrix Boot 


BROWN ELK 
Height 12 inches 


THE OTHER FOUR 
Style 300 Yellowstone 14inch $5.90 
Style 310 Black Hills 14inch 6.00 
Style 317 Girl Scout Boot 8inch 4.60 
Style 312 Rocky Mountain 14inch 5.70 


SIZES 
5/8 A, 4/8 B, 24%2/8 C, 24%/8 D 


Terms 5% 10 days. Net 30 days 


Write for sample pairs or folder. 


The Juvenile Shoe Corporation 
AURORA, MO. 
Makers of the famous Kewpie Twins Health 


Shoes for Children, Sportwalks—smart light 
weight welts for college girls. 
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BMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 
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SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER Co. 
WHITMAN, MASS. 























NETTLETON 
Shoes of Worth 
A. B. NETTLETON CO. 


B. W. COOK, Presidens 
Syracuse, MN. Y., U. 8. A. 
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Good Volume of 
Shoes Made in 
First 6 Months 


Total Swelled by Big 
Demand for Whites 


LyNN, Mass.—Volume of business 
for June totalled up better than was 
expected. Furthermore, production 
for the half year totals up well. The 
June gain made up for earlier losses. 
Eighty percent of Lynn’s shoes were 
McKays, and 80 percent of these 
McKays were of the popular novelty 
grade. Prices of novelties are too low, 
according to a number of makers. 
They are complaining of the narrow 
spread of prices between the factory 
and the sidewalk. Some are moving 
up towards better grades. 

White shoes have shown quite a 
gain, with some firms reporting “the 
best season yet.” The all white shoe 
has proved the leader for volume busi- 
ness. Many white satin shoes, to be 
dyed in the store, are being made. 

As for colors, for immediate and 
future business, they are as many as 
the hues on a men’s neckwear counter. 
Browns and blacks are staple, and the 
browns are getting darker. But the 
color, whatever it may be, isn’t the 
whole story. The texture of the 
leather, of fabrics, counts, whether, 
for instance, the suede is sandpapery 
or velvety. 

Last makers foresee a new turn to 
higher heels. The low heels, on sport 
models, stretched the cords of the legs 
too much. Dropping the heel by an 
inch has caused foot troubles. Even 
leather heels, of the spike class, are up 
to 18/8. 

Pattern makers point out another 
idea that may be new to some mer- 
chants. Top lines of vamps and 
quarters should be firm, so as to hold 
the shoe to shape, and not weak and 
wobbly, so that side walls of shoes will 
drop down. 


Hecht Offices Moved 


F. Hecht & Co., Inc., American dis- 
tributors of Alpina reptile leathers, 
have moved their warehouses and 
offices to 44 East Thirty-second Street, 
just off Park Avenue. This section has 
become the new uptown leather district. 








Cline to Move Store 


Los ANGELES, CAL.—The French 
Slipper Shop, which is now located on 
South Flower St., is to move to its new 
store at 720 South Flower St. early in 











MBH’S FINE SHOES EXCLUSIVELY 








August, Charles D. Cline announces. 








Groung Gripper Co. Buys 
Cantilever Corporation 


New YorK, N. Y.—Announcement 
has been made here of the purchase 
of the Cantilever Corporation by the 
Ground Gripper Shoe Company, mak- 
ing the latter one of the largest 
makers and distributors of orthopedic 
footwear in the world. The Ground 
Gripper Company last year acquired 
the Dr. Kahler Shoe Company. Ground 
Gripper, Kahler and Cantilever brands 
all will be continued. 

While details of the merger were not 
made public, it is understood that the 
deal involves an exchange of stock in 
the two companies, and it is hinted that 
further acquisitions by the Ground 
Gripper Company are in negotiation. 

The Cantilever Corporation is one of 
the oldest shoe manufacturing concerns 
in the country. It was established in 
1860 and until a few years ago oper- 
ated under the name of Morse & Burt, 
with a factory in Brooklyn. An addi- 
tional factory for the manufacture of 
children’s shoes was purchased recent- 
ly in Harrisburg, Pa. 





Robert J. Mellin to Join 
Robert H. Foerderer, Inc. 


PHILADELPHIA, PA. — Announcement 
has been made in Philadelphia by 
Percival E. Foerderer, president of 
Robert H. Foerderer, Inc., to the effect 
that Robert J. Mellin is joining the 
Vici Organization on July 15. 

In his new connection as assistant 
to the president, Mr. Mellin will as- 
sume some of the responsibilities of the 
late E. Barclay Earhart, who, besides 
having been vice-president in charge of 
sales, also acted in the capacity of 
assistant to the president in various 
other matters. 

Mr. Mellin is widely known through- 
out the industry through his long as- 
sociation with the A. C. Lawrence 
Leather Company and prominently 
identified with the tanning section of 
the Joint Styles Conference. 





Compo Moves Boston 
Office 


Boston, Mass.—The Boston office of 
Compo Shoe Machinery Corporation 
has been moved to larger quarters in 
the North Station Industrial Building, 
located at 150 Causeway Street. Com- 
po activities in New England and (an- 
ada will be directed from this office, 
and W. C. Durham, Chemical Director, 
will also be located there. The growth 
of Compo in the few short months of 
its existence has made necessary the 
taking of these larger quarters. 
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Bribery Conviction 


BROOKLYN, N. Y.—The first convic- 
tion in Brooklyn, under the anti-tip- 
ping law passed in 1911, was obtained 
last week in the Court of Special Ses- 
sions, when testimony was offered alleg- 
ing to show that certain shoe buyers 
received gratuities and bonuses of more 
than $23,000 for the efghteen months 
prior to July 7, 1928, for “turning 
over” business amounting to more than 
$400,000. 

Although the principal witness could 
not be located Assistant District At- 
torney Samuel Goldstein, who prose- 
cuted the case, carried on the trial of 
Max Beckerman and Ansel Feldstein, 
president and treasurer respectively of 
the Jefferson Shoe Manufacturing 
Company of 292 Taaffe Place, Brook- 
lyn. They were charged with having 
given a check for $200 on July 7, 1928, 
as a gratuity to Morris Kalman, a shoe 
buyer, at that time employed by the 
National Bellas-Hess Company, of 
Manhattan, Chain Clothing Store Prop- 
rietors. 

Beckerman and Feldstein denied the 
charge and insisted the $200 was a 
loan, but they were unable to show by 
their books that any such notation had 
been made. When the case originally 
was called in the Gates Avenue Police 
Court Kalman could not be located. 
Search for him has been carried on 
since, but Goldstein told Justices Mc- 
Inery, Salmon and Nolan, of the spe- 
cial sessions court yesterday, that he 
had not been able to find the missing 
witness. 

Beckerman and Feldstein were sen- 
tenced on July 5. 


Orthmann Establishes 
General Laboratories 


MILWAUKEE, WIs.— The Orthmann 
Laboratories, Inc., have taken over the 
well equipped laboratories of the 
Pfister & Vogel Leather Co., and while 
it will continue to serve this company, 
it will also serve others in general an- 
alytical, bacteriological and consulting 
chemical work. 

August C. Orthmann, president and 
director of the Orthmann Laboratories, 
has been with the Pfister & Vogel 
Leather Company since 1908, and has 
held the position as chief chemist for 
the past three years. 

. He is a member of the American 
Leather Chemists Association, the 
American Chemical Society, the Brit- 
ish Leather Chemists Association, the 
German Leather Chemists Association. 

At the present time he is chairman 
of the Leather and Gelatin Division, 
the American Chemical Society; ex- 
councilor of the American Leather 
Chemists Association, and ex-chairman 
of the Milwaukee section of the Amer- 
ican Chemical Society. 


New Slipper Co. Formed 


SoutH NorwaLk, Conn.—H. J. Katz, 
formerly in the millinery supply busi- 
ness in New York, and Frank J. Lewis, 
who has had a long career in the shoe 
and leather trade have established the 
Norwalk Slipper Company at 45 Rail- 
road Avenue here, and are now turning 
out a line of novelty wood heel boudoir 
and house slippers. 





Illinois Chiropody 
College to Build 


Architect’s conception of the new 
building 


CHICAGO, ILL.— Following the an- 
nouncement that Dr. William M. Scholl 
had donated $100,000 for a new struc- 
ture for the Illinois College of Chirop- 
ody and Foot Surgery, Chicago, news is 
now given out by the college authorities 
that a four-story building, fireproof and 
modern in every respect, will be erected 
this summer either on the present site 
of the school at 1327 North Clark 
Street, Chicago, or in the immediate 
neighborhood. 

Included in the plans which have been 
approved by the trustees are those which 
provide, in addition to the regular lec- 
ture room, operating rooms, library, dis- 
secting rooms, etc., are those for three 
large bacteriological, chemical and phys- 
iological laboratories, and extensive X- 
ray and physio-therapy and orthopedic 
departments. The specifications call for 
a $200,000 structure. Work is to begin 
this fall. 

The school, which is the largest in- 
stitution of its kind in the world, is 
affiliated with the Foot Clinics of Chi- 
cago, at which some 18,000 foot cases 
are treated annually. Both the clinic 
and the school have entirely outgrown 
the present quarters. 


John F. Ahearn Dies 


BrRocKTON, Mass.—John F. Ahearn, 
head of the John F. Ahearn Co. of 
this city, handlers of shoe manufac- 
turers’ supplies in this city, and well 
known in the trade throughout the 
state, died suddenly June 22 after only 
a few days’ illness. He was in his 
50th year. He was buried in this city 
June 25. He leaves three sisters, 
Mrs. Ella Springer of Hartford, Conn. 
and Misses Catherine and Lucy 
ee), with whom he made his home 
1ere, 


Summer Weight Soles 


LYNN, MAss.—Bacheller & Broad, 
sole cutters, report sales of soles for 
men’s summer weight shoes to be the 
best ever for this season. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 





<NANS 
Venoa 
Men’s and 
Women’s 
“Companion- 
ate” ppers 
Turns only—Oata- 434 
log on request. $2.65 
L. B. EVANS’ SON CO. - - Wakefield, Mass. 


In Stock 








PARISTYLE FOOTWEAR MFG. CO., INC. 
Factory and Salesrooms 
40-46 West 25th St., New York City 
$27.00 per doz. and up 


Cataleg 
sent on 
request 


HIGH GRADE TURN MULES and D’ORSAYS 
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WHERE TO BUY 
Ballet Slippers 
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Rights and Lefts 
Two Grades 







$150 140 $1.40 
1.85 1.80 1.25 SUMNER 
In Stock SMITH 








325 West Monroe Chicago, Ill. 











- Soft Toe 
a ae 
-_ Ballets 
Black Kid 
ed Misses & 
Expertly cate ON Children's 
100—Regular .....- $1.50 y 
olf ue. 500—Buck “sole. eco 2.00 1.90 


H. F, MALOTT SHOE CO. Manufacturers 
1915 Girard St., Chicago 


cave Arch Hard »* 
Toe Slipper, and 
all types of danc- 
ing footwear. At 
once delivery. Send 
for catalog. 













Coast Representative: 
MR. A. F. WINSLOW 
5159 Vincent Ave., Eagle Rock 
Los Angeles, California 





Black Kid 


BALLET SLIPPERS 

Made on Right and Left Lasts 
Wom. Miss. Childs 

see — (Ten Grade) i? 1.40 1.35 






© 1.25 1.20 
Coast Prices Slightly Higher 
BROOKS SHOE 
MFG. CO. 
Philadelphie— In 


1725 No. 6th 8. 
Los Angeles—1162 80. Hill 8t. 
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Children’s Shoes 
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Philadelphia Shoe 
Committee Appointed 


PHILADELPHIA, PA. (UTPS)—A sub- 
committee of the Industrial Relations 
Committee of the Philadelphia Chamber 
of Commerce was appointed last week 
to consider measures to restore to Phil- 
adelphia its former position as the cen- 
ter of the shoe and leather industry of 
the United States. 

The sub-committee appointed consists 
of Charles P. Vaughan, representing 
the leather industry; John C. McKeon, 
representing shoe manufacturers, and 
C. Mensch, secretary of the Middle 
Atlantic Shoe Retailers Association. 

There were brief speeches by these 
three committee members, who com- 
pared the decline of this business in 
Philadelphia with the rapid growth of 
it in the Middle West. As a remedy to 
combat this situation, Mr. McKeon 
stressed the need of steps to keep 
skilled labor here and to bring ad- 
ditional skilled shoe and leather work- 
ers to this city. 

Mr. Vaughan sounded an optimistic 
note by pointing out that this city is 
pre-eminent in the manufacture of the 
highest grade women’s shoes in the 
world, as well as in certain cheaper 
grades and in children’s shoes. 





Report British to Form 


Export Combination 


New York, N. Y.—According to re- 
ports received here, an export combina- 
tion to sell to the American market is 
in process of formation among 15 Brit- 
ish manufacturers of men’s and wo- 
men’s shoes. The plans, says informa- 
tion from London, include a hook-up 
with American banking interests which 
would guarantee payment of the Amer- 
ican accounts. The combination, it is 
understood, is being formed as a result 
of the prospective tariff to be levied on 
shoes by the United States. 





Equipment Display Open 


NEw York, N. Y.—The Merchandis- 
ing Equipment Exposition, a permanent 
display of a wide range of specialized 
retail store equipment, on the second 
floor of the Lefcourt-Manhattan Build- 
ing, Broadway at 39th Street, New 
York City, was formally opened July 1. 
The Exposition, first of its kind in the 
world, will include not only window 
display fixtures, but store merchandis- 
ing services as well. 

Among the exhibitors are: Crown 
Curtain & Drapery Co., Crucet Gal- 
leries, The Embossograph Corporation 
of America, Eny Art Co., Ferryman 
Art Studio, Mendelsohn Fabrics Cor- 
poration, Mica Insulator Corporation, 
National Plant Preserver Co., Novel 
Sales Corporation, J. R. Palmenberg’s 
Sons, Inc., and the VanMarter Studios. 





Wilbar’s Associates 
Fifth Annual Outing 


Boston, Mass.—The Wilbar Asso- 
ciates will hold their Fifth Annual 
outing on July 4, at The Pemberton 
Inn. The party will leave by auto- 
mobiles from the 455 Washington 





Street store at 10 a. m. 


Prizes for Sales Contest 


BROCKTON, Mass. — Eight members 
of the sales force of the Nathanie] 
Fisher Co. of New York who showed 
the largest gain in a recent selling 
contest conducted on the Paul Jones 
‘ine manufactured by the Joseph 
Corcoran Shoe Co. here were guests of 
the local company recently, were. taken 
on a tour of inspection, feted at a din- 
ner and enjoyed a sight-seeing tour 
along the historic South Shore. The 
prize winners were John Pirroni, H. J. 
Sunness, J. J. Romm, H. J. Brophy, 
F. Carre, C. Carre, P. Kandell and 
E. E, Reynolds. Executives who ac- 
companied the men were Harry &, 
Smith, David K. Darcey and Georze 
K. Burns. Each visitor was presented 
a pair of the Corcoran shoes marked 
with a special seal designating the 1(th 
anniversary of the concern’ which 
makes medium grade men’s shoes. 





Upswing in Business 
Noted in Cincinnati 


CINCINNATI, OHIO—There has been 
an upswing in business in the whole- 
sale and manufacturing district in the 
past ten days and manufacturers pre- 
dict a busy Summer. There have been 
no real slack periods since the first 
of the year and it is thought that ‘ig- 
ures for the first six months will show 
oa increase over the first half of 


Manufacturers are laying in stocks 
of materials to carry them over ‘he 
season. Some are buying just what is 
needed to make up orders on hand 
while others are anticipating their 
needs for the season and are buying 
accordingly. It seems that they all feel 
safe in stocking large quantities of 
suede and it is being predicted that 
prices on suede leathers will be higher 
presently. 

Judging from the samples to be seen 
around display rooms and from the 
orders being booked for Fall, there will 
surely be a big variety of styles. Every- 
thing that is being offered seems to be 
going over, with suede and reptile be- 
ing taken best by the trade. Colors are 
a little quieter but the number of «ol- 
ors seems to be increasing. 

Oxfords with from two to five eye- 
lets are expected to be very popular 
for Fall and bookings show they are 
being bought in all sections of the 
country. The sportier the oxford, the 
better it sells. 





Branch Faetory Opened 
in Newburyport, Mass. 


NEWBURYPORT, Mass.—The most re- 
cent addition to the local industry is 
the factory of Goldberg Bros., in the 
Dodge Bros. plant here where opera- 
tions have already commenced. ‘he 
factory is a branch of the Haverhill 
plant of the Goldberg company. The 
factory will manufacture women’s 
McKay shoes and has a daily capacity 
of 40 cases. Several other concerns 
are looking over local sites for prs 
pective occupancy. Realtors, with *he 
aid of Chamber of Commerce execu- 





tives, are handling negotiations. 
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Double Endorsement 


MILWAUKEE, WIs.— Letters patent 
have just been received by the Drisole 
Tanning Company of Milwaukee, cov- 
ering a circle design embossed on sole 
leather. This is a process patent of 
embossing leather with a series of jux- 
taposed circles in orientation with the 
trade-mark so arranged that a sole cut- 
ter by turning his cutting die in any 
direction is able to cut two uniformly 
matched soles. Application for the pat- 
ent was made in 1927 by A. W. Patton, 
an officer of the Drisole Tanning Com- 
pany, who has assigned it to the latter. 

Both sole and upper leather tanners 
‘have devoted prolonged attention to 
the problem of so identifying their 
products when used in the shoe as to 
build a goodwill among the retail shoe 
merchants and. with the ultimate con- 
sumer. Makers of rubber heels and 
synthetic soles identify their products 
so that the wearers become familiar 
with the trade-marks of the various 
makers. This action of the Drisole 
Tanning Company indicates a forward 
step in the tanning field. 


May Cooperate to 
Cut Down Overhead 


BrocKTON, Mass.—Several Brock- 
ton shoe concerns of moderate size are 
considering a novel scheme whereby 
they can cut down their overhead, an 
important item in these days of keen 
competition. The proposal has been 
made that they combine and move into 
two large factory buildings where they 
will keep their individuality but will 
have common power plants and other 
facilities in general. While the scheme 
is only in a formative state and manu- 
facturers concerned do not wish to 
discuss it, there is a general feeling 
by several that the plan has many 
practical advantages. . 


Shoe Co. Opens New Fac- 
tory in Amesbury, Mass. 


AMESBURY, Mass.— The Harrysons 
Shoe Co., makers of women’s McKay 
novelties, and employing 150 operatives, 
this week began operations in No. 8 
Mill of the Power Development Com- 
pany, occupying the space formerly 
used by the Marks-Chandler Shoe Co., 
now merged with the Brown-Edwards 
Co., West Epping, N. H. The Harry- 
sons company moved to this city from 
Haverhill, Mass., where it has been in 
business for six years. Harry Kesslen 
heads the concern. 


B. Williams Transferred 


CoLumBus, OHIO (UTPS) — An- 
nouncement is made that B. Williams, 
formerly in the service department of 
the Endicott-Johnson Co., at Endicott, 
has been made office manager of the 
Columbus branch of that concern, suc- 
ceeding Joseph Selner, who returned 
to Endicott in the merchandising de- 
partment. The Columbus office is man- 
aged by E. W. Kirkland, who has been 
connected with it for a number of 
years. Mr. Kirkland and L. 
Weatherby are the traveling repre- 
sentatives out of the Columbus branch. 





Pioneer and O’ Donnell 
Companies Now Merged 


St. PAUL, MINN.—Effective June 24, 
the Pioneer Shoe Manufacturing Com- 
pany, of Kansas City, Mo., merged its 
business with that of the O’Donnell 
Shoe Corporation, of St. Paul, Minn., 
and the factory and general offices have 
been removed to St. Paul. Distribution 
will be made by the Pioneer Shoe Com- 
pany Branch of the O’Donnell Shoe 
Corporation. 

The personnel of the management 
will be supplemented by the officials of 
the O’Donnell Shoe Corporation, which 
has a nation-wide distribution of qual- 
ity shoes. 

“Propr-Bilt” shoes will be carried in 
stock in St. Paul in a more complete 
manner than heretofore. The present 
sales organization will continue to serve 
the trade. 


Production Increased 
by Harsh & Chapline 


NEw YorK, N. Y.—That the shoe 
business of Milwaukee is in a healthy 
condition and that fall buying is be- 
ginning early is the word brought here 
by O. H. Lacher, a member of the sales 
force of the Harsh & Chapline Shoe 
Co., who, with his wife, is touring the 
East on his vacation. The dress shoe 
business of the company is particu- 
larly encouraging, he reports, three 
years having seen an increase of from 
300 to 3000 pairs daily. Mr. Lacher 
has been with Harsh & Chapline for 
five years, covering Michigan outside 
of Detroit. He started in the shoe 
business with Selz, Sthwab & Co., of 
Chicago, later going with the Albert 
H. Weinbrenner Co., of Milwaukee. 


Douglas Store Remodeled 


BROCKTON, MAss.—Having as its ob- 
ject the presentation of the newest 
styles in children’s, men’s and women’s 
lines, the W. L. Douglas Shoe Co. has 
just completed remodeling of its com- 
munity store on Spark Street, near its 
extensive factories here. The windows, 
one for the display of each line, 
have been done over in walnut, with a 
large mirror in the back, mak- 
ing it possible for views of the back of 
the shoes by looking into the mirrors. 
At either end of the windows are at- 
tractive likenesses of ex-Gov. Douglas, 
founder of the business. Blue hang- 
ings in light tones make an attractive 
addition. 


Cohen Stock Bought 


Boston, Mass.— The Schworm & 
Finke Shoe Company, operating as 
wholesale and factory distributors of 
women’s novelty footwear, having 
started in business about a year and a 
half ago, have bought out the entire 
stock of the Samuel Cohen Shoe Com- 
pany, who has been one of the leading 
jobbers in the eastern market for some 
35 years, which stock is now being of- 
fered for sale. 





WHERE TO BUY 


Women’s Novelties 





BONDWAY 


PROCESS 
produces footwear of remark- 
able lightness, smartness and 
flexibility 














Fetail $5.00 to $7.50 
45 STYLES IN STOCK 
AA to EEE 
Catalog on Request 


GALE SHOE MFG. CoO. 
Mfrs., Manchester, N. H. 
JEWELL SALES Co. 

144 Duane St., 
N. Y. City. Sales Agents 


el i li ali el 


WHERE TO BUY 
Wooden Beach Shoes 


=~ 





Wood Sole Bathing Sandals 


Ladies’ and Men's 
Cas 3 

able line for 

dealers 


A. H. RIEMER SHOP CO. Mfrs. 
20th & Vilet Sts.. Milwaukee, Wis., U. &. A. 











Full Time Run to Start 
Soon at Keith Plants 


BROcKTON, Mass.—To allow for in- 
ventory and a re-check on orders which 
just now represent a very sizeable 
total, the whole of the Geo. E. Keith 
Company establishment, including its 
out of town factories, was closed for 
the holiday week just passed. The 
plants will re-open Monday (July 8) 
with prospects for a very satisfactory 
run and positive prospects for full 
time operation for at least two months. 


Casey Represents Frank 


New YorK, N. Y.—The Casey 
Leather Company, 179 South Street, 
Boston, Mass., has been appointed New 
England representative of M. J. Frank 

Co., New York. M. J. Frank & Co. 
are leading distributors of domestic 
and imported shoe fabrics and ma- 
terials. 
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Keds Field Day Is 
Held in Atlanta, Ga. 


ATLANTA, GA. (UTPS)—Six hun- 
dred boys and girls attended Atlanta’s 
fourth “Keds Field Day” on Tuesday, 
June 18. The field day was held at 
Grant Park, beginning at 1 o’clock in 
the afternoon, and was under the gen- 
eral direction of Gus Ware, with the 
United States Rubber Company office. 
No entrance fee was charged, but all 
entrants were required to wear Keds, 
officials inspecting the shoes before 
each event. 

Five events were put on—some of 
them requiring several heats to deter- 
mine the winner. These were a_ 50- 
yard dash for girls; a 75-yard dash 
for girls; a 50-yard dash for boys; a 
75-yard dash for boys and a 100-yard 
dash for boys. 

Dealers throughout the city co-oper- 
ated in securing entrants for the “Keds 
Field Day,” and a number of bicycles 
were offered by various firms as prizes. 


New Pasadena Shop 


Los ANGELES, CAL. (UTPS)—A new 
and modern shoe store has just opened 
for business at 255 East Colorado 
Street, in Pasadena, under the pro- 
prietorship of E. B. Peers and J. T. 
Mehle. A complete and varied line of 
women’s, boys’ and children’s shoes are 
featured, also women’s hosiery and ac- 
cessories. A. M. Moore, who has been 
connected with the shoe business in 
Pasadena for the past 25 years, is also 
associated with the new establishment. 


Grading Up 


SAN FRANCISCO, CAL.—Grading up, 
styling up, is the order of the day at 
The Emporium. A hard play will be 
made for young women’s shoes retail- 
ing around the $10.00 mark. The 
policy of Buyer A. W. Shider, who is 
just back from the Eastern markets, 
is to keep away from factory models 
and to style his own shoes. In this 
he is working with the other buyers 
’ in the store, as all are cooperating in 
putting over the ensemble idea. 


New Enna Jettick Shop 


St. Paut, Minn. (UTPS)—Chase & 
McLean have opened a Enna Jettick 


shoe store at 8 West Sixth Street. To 
enable patrons to tune in on the Enna 
Jettick .radio programs patrons were 
presented on request a radio log free. 
Also a free full fashioned pair of 
chiffon hose, $1.50 value, was presented 
with each pair of $5 or $6 shoes open- 
ing day. M. O. McLean is president, 
and C. L. Chase is secretary-treasurer. 
These men are well known in the shoe 
business in Minneapolis. 


R. H. Wright Manager 


CoLtumsus, OHIO (UTPS)—R. H. 
Wright has been named manager of 
the Columbus store of the Dixie Shoe 
Co., located at 168 S. High Street, suc- 
ceeding A. D. Newby, who has returned 
to his home at Birmingham, Ala., and 
will continue with the chain. 


Miller Salon Remodeled 


Los ANGELES, CAL. (UTPS)—The I. 
Miller Slipper Salon at 7th and Grand 
Streets has just completed complete 
redecorating and refinishing of a sec- 
tion of the store in keeping with 
Southern California sports and outdoor 
life. The usual commercial appearance 
of the Salon has been relieved by a 
modernistic motif carried out in green, 
beige and orange touched with black. 
One whole section is now devoted to 
riding boots, golf shoes, Deauville 
sandals and spectators’ sport shoes. 





Found Worst Pairs of 
Shoes 


SPOKANE, WASH. (UTPS) — 
After six weeks of search for the 
“worst pair of shoes” in the In- 
land Empire, Paul Saad of Saad 
Brothers Shoe store found them 
yesterday. 

There were 800 pairs of shoes 
in all states of disintegration 
entered. G. E. Siegler, W1223 
Fourth Avenue, Spokane, had the 
worst pair of men’s shoes while 
Mrs. S. M. Perrin, Route 7, 
Spokane, had the worst pair of 
women’s shoes. 

The judges for the contest 
were Frank Zeorlin, manager of 
the Spokane Athletic Club; Wil- 
liam F. Connor, secretary of the 
Spokane Elks’ lodge, and Fred J. 
Lake, dictator of the Spokane 
Moose lodge. 

A new pair of shoes went to 
the winners. 














Stone’s Redecorated 


CLEVELAND, OHIO (UTPS)—Stone’s 
Shoe Store, at 1264 Euclid Avenue, has 
been completely redecorated on the in- 
terior with a unique futuristic design 
hitherto unemployed in this city. Back- 
ground of the walls and ceiling is in 
a graduated tan hue while the border- 
ing scheme is European. Mountains, 
castles and flowering environment was 
painted in many bright colors by a 
young German artist. Even the elec- 
tric fans have been blended into the 
scheme of things so as to be practically 
unnoticeable. 


Join District Ass’n 


PROVENCE, R. I. (UTPS)—Six 
shoe retailers of this city located on 
Weybosset Street have joined the 
newly formed Weybosset Merchants 
Association which has just launched 
an intensive advertising campaign to 
boom retailers on that street. 

It is a cooperative organization to 
acquaint people with the stores there 
and is hoped to bring increased profit. 

Shoe stores sponsoring the affair 
include the F. E. Ballou Company, 
W. L. Douglas Shoe Company, John 
the Shoeman, Thom McAn Shoe Stores, 
Morton’s Shoe Store and the Sterling 
Shoe Store. 

Frank E. Ballou, shoe man, {is 
treasurer of the association. 





Globe Shoe Store, 
Savannah, to Move 


SAVANNAH, GA. (UTPS)—The Globe 
Shoe Co., owned by Mose M. Smith and 
Armond S. Weil, is to move from 17 
West Broughton Street to 19 East 
Broughton Street, by September 15 or 
October 1. 

The new store will have a 30-ft, 
frontage on Broughton and will occupy 
both stories of the new structure going 
up at the new location. One of the 
most modern glass fronts extending to 
the top of the second floor will be a 
feature, The show windows will extend 
back for a distance of fourteen feet and 
between the two entrances will be a 
large all-glass outside showcase, 

The higher class shoes and acces. 
sories will be stocked on the first floor, 
the second story being used for the 
cheaper grade, and will be known as 
the “Economy Department.” The new 
store will have exactly double the floor 
space of the present quarters. 


A. O. Day Honored By 
Detroit Association 


DETROIT, MicH. (UTPS)—A. O. Day, 
general manager of R. H. Fyfe & Com- 
pany, was elected first vice president 
of the Retail Merchants’ Association 
and of the Detroit Board of Commerce 
at the annual election last week. Mr. 
Day has been an active worker in the 
Retail Merchants’ Association for sev- 
eral years. The organization functions 
to protect the interests of the large 
downtown retail merchants. 


To Concentrate Lines 


SAN FRANCISCO, CAL.—After the 
present sale is over, The Pechmer 
Shoe Co., 695 Market Street, is to 
specialize on the F. S. & U. line for 
their high grade shoes and the Bilt- 
more line for the popular priced needs. 


Newark Store Closing 


SAN FRANCISCO, CAL.—The Newark 
Shoe Co. is closing its store here which 
has been located on Market Street for 
a number of years. The only remaining 
Newark store left on the Pacific Coast 
is the one at Sacramento. 


Baker Joins Boyd-Welsh 


St. Louis, Mo. — R. H. Baker, 
formerly of the St. Louis Peacock 
Store, has joinéd the Boyd-Welsh Shoe 
Company as assistant to John Sullivan, 
style manager of the company. Baker 
has enjoyed a broad experience in the 
retail field and possesses an unusual 
style ability. 


J. K. Orr Offices Moved 


ATLANTA, GA. (UTPS)—The J. K. 
Orr Shoe company, a well known At- 
lanta firm, makers of “Red Seal” shoes 
is moving its offices and salesroom from 
30 Auburn Avenue, where it has been 
located for many years, to the plant 
at 101 Yonge Street, just off Edgewood 
Avenue. 
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A Prime Location for a 


Ladies’ Shoe 


JACKSON 
HEIGHTS, New York City 


There is a demand for a ladies’ shoe shop of the better class in 
these new English Gable Stores. Jackson Heights is a thriving 
community, with high earning and spending power. People here 
spend freely. As a business section it is growing by leaps and 
bounds. The “English Gables” stores illustrated above are much 
in demand. They are modern, spacious and convenient, only a 
few doors from the Subway, “‘L”, Fifth Avenue Bus, or Coach. 
The rentals are reasonable. We will be glad to give details to 
a reputable ladies’ shoe retailer. 


THE QUEENSBORO CORPORATION 
82nd St. and Polk Ave. Jackson Heights Subway Station 
JACKSON HEIGHTS, NEW YORK CITY 
Jackson Heights office open Daily and Sunday until 8 p.m. 
Subways, 5th Ave. Bus, Coach from Waldorf-Astoria 
Phone: Newtown 6000 


N. Y. Office: 14 East 41st St. Lexington 2530 
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S PAT S $12.00 to 


IMMEDIATE $24.00 
DELIVERY per dosen 


By ordering Fit Rite Over- nee ioe 
gaiters directly from us— waa reining 
the makers—you gain ev- IN-STOCK 
ery advantage of price and 
delivery. They are carried 
in-stock and we guarantee immediate delivery—no 
matter what the size of the order. Made in gray, 
fawn and all popular shades, with smart leather 
piping around the top. 











Let us send you samples—The English Box 
Cloth at $24 doz. is particularly worth while. 


Remember—if you sell men’s shoes every 
man is a prospect. 


FITRITE OVERGAITER CO. 
526 S. Third St., Philadelphia 
New York Office: 754 Marbridge Bldg. 











Just a Real Good 
Slipper 


Into Greeley Boudoirs go the 

finest materials the market af- 

fords. These pretty, comfort- 

able slippers have been 

IN accepted by, American 


STOCK 


36 Pair Cases 


A. W. GREELEY 


12 Duncan St. - - Haverhill, Mass. 


Boston office, 78 Lincoln Street 
Mr. CUTTING AND MR. CARR 


women as the best—al- 
ways and everywhere. 
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POST-McVEY 


COMPANY 
* 


Cutters of 
FINE QUALITY TOPLIFTS 
of every description 
BEST OAK TOPLIFTS 
for the 


NEw WOMEN’S LEATHER 
HEEL 
347 CONGRESS ST., BOSTON, MASS. 





Did You Ever Think of This? 


You probably have used equipment, shop-worn equipment, out-of-date 
models or products which you do not want but which some one else would 
be glad to get hold of at a price under the market. 

Classified Advertising in the BOOT AND SHOE RECORDER will 
move them quickly and economically. See Classified Section for Advertis- 


ing rates. 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 239 West 39th St., New York, N. Y.. 
on Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 




















POSITIONS WANTED When advertisers desire answers to come in our care 
4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ad- 
LINES WANTED ra vertisers desire replies forwarded direct to their address 
4c per word. Minimum Charge 75c. each word of their address must be counted in the ad- 
ALL .o & Sites Ghee ess vertisement and paid for accordingly. 
ALL DISPLAY SPACE Payment in advance is required, except when regular 
Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open accounts. 



















SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 





































RE Pier 





Experienced Salesmen Wanted for the Following Territories: 
New York City and Bronx, Brooklyn and Long Island, Hudson River and 
Westchester County, Connecticut and Bordering Towns in Massachusetts 
Largest and Most Complete Line of Instock Children’s Shoes. 

Fall line now ready. Good commission basis with drawing account. 

With established trade in these territories plus additional accounts that can be opened, our 
line offers a good opportunity. 

H. MALEIy SONS, NEW YORK SHOE HEADQUARTERS, 150 Duane St., 
New York City. 










WANTED 


A Class A shoe salesman for 
established territory in Southeast- 
ern New York. Preference will 
be given to a salesman now cover- 
ing this section with a general line. 

Write Hurd Shoe Co., Inc., 
Utica, N. Y., giving full irfforma- 








































Salesmen Wanted Live Wire Salesmen tion as to lines carried, amount of 

A _— eater o Ses te ott ‘ al ie shipments the last two years, age, 
n exceptional opportunity ! you can or fast selling western novelty ne 0 ; 

sell fast snappy line of popular priced women’s McKays retailing $4 to $6. and at least two responsible refer- 


Men’s and Boys’ Dress Welts. Have open- ences. 


ings in the following states: Carried in stock in widths. Liberal com- 


mission arrangement. Weekly advance 






















apomene aan against orders. Territories open— 

Missouri ene MINNESOTA, IOWA, TEXAS, LOUISI- 

en" a ANA, MISSISSIPPI, INDIANA, WIS- SALESMEN wanted for States East of Okla 

W. Virginia Georgia CONSIN, ALABAMA AND GEORGIA, and Texas. Stylish line Children’s and 

N. Carolina S. Carolina No objection to another non-conflicting Misses’ Turn shoes, including covered heels 

Kentucky Tennessee line. Send full particulars with refer- —- = Sow a ea 
P. owe carried . —-. =e line ences. Applications treated confidentially. Z ~» ew *Xor y, . 
offers real opportunity for live salesman. 

Address B-218, care Boot and 

Address B-219, care Boot and ANT salesmen with established trade. Side 
Shoe Recorder, 239 West 39th Shoe Recorder, 239 West 39th Wir infants’ popular priced turns and welts. 
Street, New York, N. Y. St., New York, N. Y. In Stock. Ten per cent commission. Refe: 










ences. Address B-197, care Boot and Shoe R« 
corder, 239 W. 39th St. -» New York, N. Y. 




















SALESMAN WANTED—to carry as a side 
line a complete line of rhinestone, metal, cu 


















































Salesmen W anted Salesmen Wanted — in all steel and ponte’ shoe buckles 7 a —— 
u . : concern. erritory is open in all states tat 
ate Ge. mg = Rng amg mw territories references and Add, Address B-214 
nols, in aw. aan ' Ta one care Boot and Shoe yreoorder, 239 West 39t 
a = sel n a a... SLIPPERS—Manufacturer of novelty St., New York, N 
fast selling line of Ladies’ Novelty pa geen ge adh aca Rl 
shows reaing a Hath ame sete || shires ne aay pan see’ ff WASTED, cette, Loin 
Liberal commission offering big a be — as side line on ——— York State. On straight tiga, Oh ‘a 
earnings to a hustler. sis. State present connections. Ad~ Address B-215 Boot and Shoe Recorder, 23 
Address B-217, care Boot and dress B-216, care Boot and Shoe West 39th St., New York, 
Shoe Recorder, 239 W. 39th St., —- West 39th St., 
New York, N. ¥. a WE, HAVE the following States open fo 
= tessive side line Salesmen to carry ou: 
line - Infants’ and Children’s Shoes-West Va. 






Va., Kentucky, Penn., T: , Oklah » Utah, 
SALESMEN wanted by manufacturer to sell S ALESMEN WANTED—We boast of one of Gisenie can ence In Stock propositior 
























a line of children’s stitchdowns, Turns, and the highest grade side line sales or, 

. ganiza- Turns, Stitchdowns and McKays. ighes 1 
Welts, priced and styled te vane busi- tions in the country selling infants’ shoes. Now mission paid. Write givin ll on dag 
ness. is is an B > ng Ori a have a Soatet number of territories open, and Staud Shoe Corporation, Rochester, N. Y. 
open—Louisiana, including cna "Strick - wish to hear from real producers, Line made 
sissippi, Arkansas, and Alabama. Strict com- up of about fifty shoes, consisting of soft soles, 
mission basis paid semi-monthly. No objection cushion soles, and the intermediate “Self. EXPERIENCED SALESMAN wanted by 
to side line. State reference and lines previ- Starter.” If interested in a side line that with New York wholesale house. Exceptional op 
ously carried. Address B-194, care Boot and a little effort will pay your gasoline and hotel portunity for man who has successfully cov- 







Shoe Recorder, 239 W. 39th St., New York, bill ite at 1 ered New Jersey. Address B-221 care Boo 
HR. Be CARPENTER “SHOE 1%, Ne ROCHES. and Shoe Recorder, 239 West 39th St., New 
TER, N. Y. York, N. Y. 















SALESMAN WANTED—Snapy up-to-date, 
well known line of Ladies’ Turns, Mules, 


Oy ase: Pumps, Boudoirs and Men’s Everets POSITION WANTED 


Operas, thirty samples. Liberal Commis- WANTED—Producers to sell Hawkes soft 
sion proposition paid on all shipped orders end soles, cushion soles, and “Self-Starters.” 



















of each month. Men traveling by car_pre- Good territory open. Give us the pleasure of HOE MAN—For a number of years fhan 
ell RB. £4 ———" -y Indiana, sending you a sizeable commission check each bo ma chain stores throughout Ohio, full; 


States. No objections month. 10% commission, full credit 1 ‘ 
to non-conflicting line. All partlowlers with mail business on this sure capent py line methods a merchandising, wishes” to sapien 
application. Address B-204, care Boot and Shoe C. H. HAWKES & SON, Inc., Rochester, B-213, care Boot and Shor 
Recorder, 239 West 39th St, New York, N.Y. NN. Y. Kecordcr, 259 West 39th 'Sta New York N. 
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— 
FOR SALE FOR SALE ' MERCHANTS’ NEEDS 
Window Decoration 
and maker of 
FOR SALE Artistic Price Tickets 
Latest * Imported ont Domestic Roll 
P m ‘aper, etc. in Season. 
Manufacturing Plant with Water Power— Gamples mailed free on request. 
seoamt RUBLACK 
-142 West Broadway 
50,000 Feet of Floor Space Betadlished 1908 New York 
Situated in a well located New Hampshire town, 15 miles from Concord, 25 miles from 
Manchester on state highways. Has excellent trucking facilities, good freight and express 
service over two branches of the B. & R. R. 
Property consists of three and one-half story frame building thoroughly modern and up-to-date. 
Sprinkler system, freight and passenger elevators. Two fine boilers. Electric light from 
water driven generators. Water power, with generator capable of producing 200 H.P. for 
10 hours a day, every day in the year. Water rights fully protected. Sufficient power for 
all machinery and lighting needs. 
Plant is highly suitable for shoe factory or many other types of business. Good labor supply, 
100% American, no labor unions. For further particulars, address Beer crre Boot 
and Shoe Recorder, 239 West 39th Street, New York City, N. Y. 
= 























FC 2 SALE—Eastern Connecticut City estab- 


ished shoe store carrying leadi makes. BUSINESS OPPORTUNITY 


Address B-208, care Boot and ey ecorder, 
West 39th St., New York, 














































































POS ON WwW D YOU CAN HAVE A BUSINESS PRO- 
= te ay — and —_ = 
— income in se ce fees. new sys 
se foot correction; readily learned by any- vi NDOW 
Position Wanted = od, peme in a — weeks. Le y — 
or ning; open everywhere 
Can you use a Salesman in Texas? a the trade you can attend to. No capi- DISPLAY Fl XTURES 
‘oods n ency or 
One with best of references? If effing. Pet } a. std me Aw unmade bt y 
you do, address B-211, c/o Boot tory, 21 ee od Boston, Mass. 
— Shoe Recorder, 239 West 39th 
, New York, N. 






























933 ARCH ST. 


REAL BUSINESS OPPORTUNITY for 


XPERIENCED shoe man is available; thor- an experienced shoe man. One that is a 
Ex +h wholesale and retail experience; proper GO-GETTER and has some capital to in- PHILADELPHIA, PA, 
opening more important a | ae = a 2 - o— fy nat in a - 
Ada ss B-209, care Boot an oe Recorder, ne that can handle the exclusive agency for 
239 West 39th Street, New York, N. Y. a line of shoes that is in Big Demand, with ARE BUSINESS GETTERS 


enuine cooperation from the factory. Address 
-206, care Boot and Shoe Recorder, 239 West 
39th St., New York, N. Y. 





SEND FOR CATALOG 


EXPERIENCED Executive and Road man 
with extensive acquaintance, wants place as 







































Sample Room assistant. Address B-210, care e 
Boot and Shoe Recorder, 239 West 39th St., 
New York, N. Y. 





Milbradt 
Rolling Step Ladders 


Pnable you to reach your 





WANTED TO PURCHASE 





POSITION as buyer or assistant with chain 
store or department store. Fifteen years’ 






experience in the shoe business. Highest qual- WANTED to purchase Model A power type “| highest shelves convenient- 
ified references furnished. Interested in or shanking out machine and Planet Sole ly. 
about New York City only. Available after rounder. Address B-205, care Boot and Shoe They last a lifetime 

i and 












July 10th. Charles N. Burstiner, 940 Grand Recorder, 189 W. Madison Street, Chicago, III. 
Concourse, New York City. ; Are made in any style, 
-jshape or size to ft any 


kind of shelving. 

























































SHOE BUYER—aged 38, managing a Sth _] Write for general catal 
‘ie women’s store, would like to connect If you contemplate selling your and let us Scout the best 
with a large concern. Have been in the line entire or surplus stock com- ~| ladder for your use. 
for past 22 years and well known to Brooklyn municate with us. Prompt at- 
shoe manufacturers. Can furnish best of refer- tenti gi Milbradt 
ences. Address B-212, care Boot and Shoe Saen Given. Manufacturing Co 
Recorder, 239 West 39th St., New York, N. Y. KIRSCH-BLACHER CO., INC. Established ~ Ae : 

624 Broadway New York 2416 No. 10th Street 

WO ENERGETIC young men with large Phone Spring 1443 





following amongst lower-priced retailers in 
N. Y., would like to connect with live wire fac- 
tory making womens’ novelties to retail at about 
$2.95. Address B-220, care Boot and Shoe 
areeer, 239 West 39th Street, New York, 




















Quick Cash Buyers 


Retail Shoe Stores—Stocks or Odds and 
ds. Unexpi leases taken over. 


HELP WANTED - Wee walks. 
POSTER @ DEUTSCH 


WANTED, 486 Grand St, New York City L A B i= .. S 


A man to promote and MAKE sales in The DISTINCTIVE and 


business ONES ‘wie CAN MAKI PERMANENT MARK 














































OTHER MEN SELL SHOES. 

Genial, industrious, forceful. An ener- TO BE SURE HIGHEST PRICE 

gizer in selling field and cooperator with YOU RECEIVE E H 

home plant. Willing to drive in upbuild- for your entire stock, odds and ends, or e e 6 G E 
ing eg 7 a. B ~~ a ask us — our bid. 

y results. : (Estab. years.) transactions. 

past and present connections and your VY A V ¢ ) 
poultion y ¥ b-2o02 y BYR E ’ rt S plus Purchase Co., Inc. - ' " pe “ ; 
& Shoe "West 39th 596 Broadway, New York, N. 1 A 33-39 W 204 TH GT, Ww se ies 






oe Recorder, 239 
N.Y. 


St.. New York, TELEPHONES-CANAL 6874 or 0655 ~saletal = WISCONSIN 8130 
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HOTELS MERCHANTS’ NEEDS MERCHANTS’ NEEDS 














$39.50 


For Complete 
Set 














Consisting of 1 table 
18”, 2 tables = 
high and 12 
stands 12-18 aed 20 24, 
assorted. 

Solid American 
Walnut. 


at Bam —— 


Write jer Aap fy Window Fabrics 
Valances 







MONIC LAIR 
1 Rogm and 49th to 50th Sts. 
"I TubandShower |j Lexington Ave. 


$3 to *5 NEW YORK CITY 


per day | 


For 2 persons 
410% || 800 Rooms 




















an ae 























































Gain, || Each with Tub 
$8 to #12 and Shower 
_— per day 


EYWOOD-WAKEFIELD Shoe 
Store Chairs give the utmost 
customer comfort in the smallest 
space. Our seating experts will be 
glad to help you on your require- 
ments, without any obligation on 
Re ranan your part. 


Yeyweood 7 Gikefield 


Special Monthly | Radio in Every Room 
and Yearly Rates 





ESTABLISHIO 18690 


LABELS 


i and 
i SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 






























5 minutes’ walk from Grand Central. Times 
Square, Fifth Avenue Shops important 
commercial centers, * u.ding shops and 
theatres nearby. 10 minuwes to Penn. Station. 


Grand Central Palace 
only 2 short blocks away 





























N. Y.; a Ill. "Ke nsas Ci ity, M HII 
Oo, a i 0.3 } 
Philade delphi ji Calif knw _ Es Hit) i . wank oer 
ia,Pa.; St. Louis, Mo corte, ! 
Oregon; Sen Francisco, Calif | SHOE CARTON & tages MFCS 


















CY) i ee 





HAND LETTERED 


Maal kets 











$0.95 $3.85 $7.50 6 doz.—$1.50 12 doz.—$2.50 1 doz.— $0.35 
a a oa (CHECK WITH ORDER—PLEASE) 
1.45 4.25 8.00 
1.50 4.45 8.50 
1.75- 4.50 8.85 YOUR CHOICE OF EITHER OF TWO COLOR 


COMBINATIONS. 
Red with black edge trim on white 









Purple with gold edge trim on white 






2.25 5.00 9.85 pasteboard with black figures. pasteboard with black figures. 
2.45 5.45 9.95 Available in 72 different prices: IN STOCK 
2.50 5.50 10.00 







2.85 5.95 11.00 
2.95 6.00 11.50 If other than in-stock prices are specified in orders, 


the rate per doz. is 50c. 







MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER, CHICAGO 








ABOVE IN STOCK 
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FOLLOW THROUGH! 


| amen a 








x ollow through — preserve the style 
and beauty of the shoe which the de- 
signer has created with such painstak- 
ing care. Celastic, the quality box toe, 
faithfully reproduces the exact style 





lines of the last and retains them 
throughout the life of the shoe. Heat, 
cold or moisture cannot destroy the 
original shape of the toe. The hosiery 
of the active customer is fully protected 
from the hazards of foot perspiration 
for Celastic will not stain delicately- 
colored hosiery. 


United Shoe Machinery Corporation 


Boston, Massachusetts 











THE QUALITY 
BOX TOE 


Wt 
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Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only * “more” but “right’’; sold 
for the right purpose, to the right wearer, in the right fitting, for the 
right price, at the right profit. This is the great problem of the retail 


shoe merchants. 


The chief purpose of Tue Boot anp SHoE REcoRDER 


is to help solve it; for this is the basic problem upon which depends 
the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue— 


IN DEFENSE OF JULY SALES 
In No Other Way Can Novelties 
Be Merchandised. 


SELLING SLIPPERS THE YEAR ROUND 


THE FUTURE OF THE INDEPENDENT. 
As Viewed by a Department Store 
Chain Head. 

THE VOICE OF THE RECORDER 


How To HANDLE 
The Impatient, 
tomer. 

O. P. I. (OTHER PEOPLE’S IDEAS). 
More Money Making Tips. 


CRAZY LACES MAKE THEM LOOK 


Insulting Cus- 


A REAL BATTLE OF IDEAS 
July 15, 16 and 17. 


MIDDLE SIzEs Count Most 


PLENTY OF ENTERTAINMENT 
For Both Men and Women. 


WHo’s WHO ON HE ROAD 
News of the Travelers. 


SHOE MERCHANT NEWS 
SHOE MARKET NEWS 
OTHER REGULAR FEATURES. 


By Murray C. French 


In Massachusetts and California 36 
By Lew Hahn 


Opinions of the Editor 
By O. K. Johnson 


By Harry R. Terhune 


By Stanley J. Kaczmarek 


At California Convention 


In Fitting Men 
At Boston Show .. 





GETTING MORE 
SHOES SOLD RIGHT 
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SUBSCRIPTION RATES 


The subscription price of the Boor aNp SHop Recorpsr is $3.00 for 
postage in the United States, its possessions, Canada, Mexico, Spa 


one year, which includes 
in and Hy _—— and South 


America (excepting Venezuela and the Guianas, which is $6. 
FOREIGN SUBSCRIPTION—The -—. to all foreign countries except the _ is $6.00 per 


r includi posta 
All subscriptions are capable in advance, 
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Single copies 25 cents. 





ye —- must reach us at least thirty days before the date of issue 
licate copies 


cannot be sent to replace those undelivered 
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> to send odvonce + ice. With your new address be sure also to send us 
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Member of the “Audit — of Circulations 


Member, Associat 
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A buying guide to 


BOOTS AND SHOES 


Bond Shoe Co., New York City 
Brooks Shoe Mfg. Co., Phila., Pa. 
Brown Shoe Co., St. Louis, Mo 
Burkley Shoe Co., Brockton, Mass. 


Capezib, New York City 
Chapline-Mayer Shoe Co., Milwaukee, Wis.. «- 
Central Shoe Co., St. Louis, Mo. 


Churchill & Alden Co., Brockton, Mass., 
4th Cover 


Clapp, Edwin, & Son, Inc., E. Weymouth, 


Commonwealth Shoe & Leather Co., Whit- 
man, 1 


Corcoran, T. F., Co., Inc., Lynn, Mass.... 


Emerson Shoe Mfg. Co., Rockland, Mass.... 7 
Evans, L. B., Sons, Wakefield, Mass 


Gale Shoe Mfg. Co., Manchester, N. H..... ‘ 
Greeley, A. W., Co., Haverhill, Mass...... 
=, Daniel, Felt Shoe Co., Dolgeville 


Johnston & Murphy, Newark, N. J 


Juvenile Shoe Corp., Aurora, Mo 
Lancaster Shoe Co., Elizabethtown, Pa.... 


Malott, H. F., Shoe Co., Chicago, III 


Menihan Co., Rochester, N. Y. 
Nettleton, A. E., Syracuse, N. Y 


Packard, M. A., Co., Brockton, Mass..... 


Paristyle Footwear Mfg. Co., Inc., 
York City 


Plant, Thos. G., Corp., Boston, Mass.... . !-65 


Pontiac Shoe Mfg. Co., Pontiac, Ill 


Reynolds, Bion F., Brockton, Mass. 
Richards & Brennan Co., Randolph, Ma 
Riemer, A. H., Shoe Co., Milwaukee, Wis. 


Smith, Wm. Sumner, Chicago, Ill 


Stacy-Adams Co., Brockton, Mass. 
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United Fast Color Eyelet Co., Boston, 
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Shoe Novelty Co., 
73 


Haverhill 
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Scholl Mfg. Co., Chicago, Ill 
Segall & Co., Philadelphia, Pa 
Shoe Lace Co., Ltd., Providence, R. I 


Williams Mfg. Co., Portsmouth, Ohio 


MISCELLANEOUS 


Benjamin Franklin Hotel, Phila., Pa 


Export Surplus Purchase Co., Inc., 
York City 


Hotel Chesterfield, New York City 
Hotel Montclair, New York City 


Kimberly-Clark Corp., Chicago, III 17-18 


Kirsch-Blacher Co., Inc., New York City... 85 
Meyer, Frank C., Co., Inc., Brooklyn, N. Y. 86 
Poster & Deutsch, New Yerk City 

Queensboro Corp., New York City 

United Business Papers, Inc., New York 
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HOSIERY SECTION 


Brown Durrell Co., Boston and New York.. 95 


Cooper, Wells & Co., St. Joseph, Mich.... 94 
Everwear Hosiery Co., Milwaukee, Wis... .116 


Gotham Knitbac Service Co., Inc., 
York City 


Gotham Silk Hosiery Co., New York City.. 96 


Hosiery Distributors Institute, New York 
City 93 


Krueger-Tobin Co., Inc., New York City...119 


Mock, Judson, Voehringer Co., Inc., 
York City 


Rosenhain Co., Inc., New York City 


Shoe Form Co., Auburn, N. Y 
Society Maid Hosiery, New York City 
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ext @Meek 


you will find 
in the 


Boot and Shoe 
Recorder 


SURPLUS-CAPACITY industry 
A only gives its rewards to in- 
telligent effort based on sound economic 
policies. Therefore, if in the second 
week of July, a great gathering of the 
trade is scheduled in Boston, plan to be 
there—for the collective intelligence of 
an industry is greater than the intelli- 
gence of any one individual. We will 
survey in our July 13 issue, the best 
selections in the shoe markets of 
America in designs and materials, to 
give to all merchants a more intelligent 
grasp of fashion valuations. 


EVER was a million dollars less 

money or an idea bigger. In next 
week’s issue, Lew Hahn, whose genius 
grouped some forty departments stores 
into a working unity, will say, “There 
isn't any of us, whether we are inde- 
pendent merchants or in a merger who 
enjoy any franchise to serve the public 
except as we justify ourselves by our 
service to the public, interpreted in mer- 
chandise, in our ability to grab and to 
pass on to our public that effervescent 
thing that we call fashion and so regulate 
our processes that our charge for that 
service doesn’t have to be prohibitive.” 
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VULCO-UNIT BOX TOES 


Constantly paucaacae and improved ... have always met... even 


anticipated every requirement... as the shoe industry has progressed 


to its present high development. 


The Genuine Vulco-Unit Box Toe 1s Made and Sold Only By 


BECKWITH MANUFACTURING COMPANY 
Largest Manufacturers of Box Toes in th World 
STATLER BUILDING, BOSTON 
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QUALITY 


RBG. U. 5. PAL. URE 


This is the hall mark of the Hosiery 
Distributors Institute. 


It is available to all manufacturers 
of first quality full fashioned silk 
hosiery. 


Full fashioned stockings bearing this 
mark can only«be of first quality. 


The purpose of this hall mark is not 
to endorse first quality which needs 
no endorsement, but to establish an 
identifying mark for the use of those 
who distribute first quality hosiery, 
so that hosiery of substandard quality 
may be noticeable by the absence of 
this mark. 


The benefits of such a hall mark on 
hosiery are many fold. 


Not only may a buyer of first quality 
hosiery make his purchases with com- 
plete confidence but he may sell them 
with the same confidence, knowing 
that his own integrity is not being 
exposed to the indifference of the dis- 





Silk Hosiery 
HALL MARK 


for First 
Quality 


tributor who will not properly mark 
his product. 


Obviously, the woman, mindful of her 
many disappointments will express 
‘immediate preference for full fash- 
ioned hosiery bearing this stamp of 
absolute first quality. 

Thus the retail buyer of hosiery is 
provided with an extra sales appeal, a 
constructive merchandising opportu- 
nity. The final and irrefutable answer 
price competition. 


to substandard 


Licensees of the Hosiery Distributors 
Institute are now prepared to ship 
their full fashioned first quality ho- 
siery with above hall mark which in- 
conspicuously stands on the foot of 
the stocking. The 
manufacturers and other information 
will be supplied upon request. 


names of these 


Hosiery Distributors Institute, Inc. 
15 Vanderbilt Ave., New York City 
Harry A. Einstein, Managing Director 
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CHIFFON 


SILK~TO~TOP 


PANEL HEEL 
RETAIL *450 


ws Ee 


* 





Iron Clad 922 


is a Full Fashioned “Silk to the 
Top” Chiffon style with Panel 
Heel. It has a silk plaited foot 
and comes put up three pair in 
one size and color to a_ box. 


Colors: 


Black Reveree 
Cuban Sand 
Beach Tan 


Manon 


Atmosphere 
Skin 
Grain 
Pearl Blush Mistery 
Pastel Parchment Breezee 
Evenglow Suntan 


Light Gun Metal Sunbronze 
Mirage White 


Immediate Delivery 


$12.00 a Dozen 


Order a sample dozen of this 
number TODAY 


s 
# 


Cooper, Wells and Co. 


250 Broad St., St. Joseph, Mich. 


Manufacturers of Full Fashioned and Seamless Hosiery 
at St. Joseph, Michigan, and Decatur, Alabama 


Manufacturers of Quality Hosiery for Fifty Years 


300T AND SHOE RECORDER, July 6, 








¥y 








¢ 


I ( 


C 


ARR 


S 


EN 


BS HOSIER 


























A Gordon Dealer=-Franchise is 














a constantly=increasing asset 


: Over-production has resulted in the offering— 





at retail—of great quantities of Hosiery which 
has but one appeal—that of Price. 

And — practically any store can claim patron- 
age on the dollars and cents basis. 


But—the name “Gordon” has been built up 





| d to be the hall-mark of fashion-correctness, quality, 
(S Oraon exclusiveness (which are today esteemed above 


Price by the substantial class of customers). 





J So—the merchant who holds a Gordon Fran- 
‘Gordon _ 
SINGRAIN chise possesses an asset which is not only great 


already — but which is daily — greater. 
|Gordon 


» NARROW HEEL 


Gordon BROWN DURRELL Co. 
FRENCH CLOCKS NEW YORK BOSTON 
































HOSIERY AND ACCESSORIES 


¢? 


Sut 
on™ 


ena e' b 


Replacing What You 
Have Already Sold — 


rather than trying to sell 

what you have bought— 

is the key to the famous 
GOTHAM 


AUTOMATIC REORDER 
PLAN 


389 FIFTH AVENUE 


NEW YORK CITY 
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In this Issue you will read 


FACT AND FANCY 

UGLINESS TO COMBAT BARE LEGS 

THAT’S THE WAY IT LOOKS . 

TANNED SKIN SHADES TO CONTINUE . 
BOOSTING HOSIERY BY AIR MAIL 
SUMMER FANCIES—AND SOME ARE NOT 

A HOSIERY PARADE THAT MADE ’EM BUY . 
THIS AND THAT—FROM HERE AND THERE . 
JUST A BIT DIFFERENT . 

SELLING STYLE 


THE COLOR TREND . 
NEWS O’ THE MARKET . 


OSIERY AND ACCESSORIES 
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Here is your 


protection against 


Ny 4 

i> 
“as unfai titi 
7 
\\ Maso is glad to join with other good _ of comparative prices... and the good re- 
y eS q manufacturers in using the HOSIERY tailer has had nothing with which to rebut 
© DISTRIBUTORS’ INSTITUTE “First his unfair competitors’ offering of “fine” 


silk hosiery at ridiculously low prices. 
e . 
The Adi toe-mark gives good retailers 


a definite weapon against unfair practice 


Quality” hallmark. 

Of course all Mojud Hosiery has always 
been first quality ... and always will be. 
But one of the crying evils of the trade 
has been that the consumer has had no 


standard to guide her through the maze 


MOCK, JUDSON, VOEHRINGER C®O., Ine. 


PIERCE AND EIGHTH AVENUES LONG ISLAND CITY, N. Y. 
Salesrooms: 212 Fifth Avenue, New York City 
Factories at GREENSBORO, N. C. PHILADELPHIA, PA. LONG ISLAND CITY, N. Y 


. and we take pleasure in offering 
it to them in their efforts for a bigger, 


better and cleaner hosiery business. 
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an indication of whether or not 


the bare leg vogue is to be 
§ hosiery business. 
§ the country and eliminating 


vanda and prejudice, there is no doubt that the number 
of young girls and even older women who are wearing 


no stockings at all is suffi- 
\ cient to make a considerable 
Scut in the hosiery business. 
But—there is hope. In the 
large cities, such as New 
York and Chicago, the num- 
ber of bare limbs seen on the 
streets is extremely small. 
The vogue, if such it can be 
called, seems to be confined 
to summer resorts and the 
and 
means 


smaller cities towns— 
and that that the 
vogue is on the way out. In 
the meantime merchants can 
speed its going by following 
some of the many sugges- 
tions to combat the vogue, 
the best of which, it is sub- 
mitted, is that of bringing 
out the fact, subtly, but nev- 
ertheless unmistakably, that 
hare legs are ugly. 

The bare lez vogue was 
given a more or less vicious 
Helen Wills, 
American tennis player and 
tstwhile champion, acqui- 
sced to the dictates of good 
aste and wore hosiery on the 


slap when 


lamous tennis courts at 
Vimbledon, England. Bare 
legs also have received nu- 
erous jabs from the pens 
Mf some of our leading news- 
aper and magazine humor- 
sts, and humor will kill a 


Sifting reports from various parts of 


[99] 


ACT A 


News and Views on Colors, Styles, 


‘Prices and Other Ti hings in 
the ‘Realm of Hosiery 


, 


> ¢ > 


been 
hot 


HE has 
treated to 


weather by this time to give 


country 


enough else. 


ND FANCY 





fad more quickly than anything 


Seamless Volume Gains 


a factor in this summer’s - the meantime the seamless bare leg hosiery has 


a certain amount of propa- 


| snag ned movie stars and a few of the 
lesser satellites have adopted the fanciest of 
fancy ankle sox. Many of them are fastened with 
laces or buttons, much after the fashion of old 
time high shoes. We show here Miss Mary 
Doran of Metro-Goldwyn-Mayer, wearing a pair 
of these mesh sox, with fancy tops which button 
at the side of the ankle 


HOSIERY AND ACCESSORIES 


been taken up by consumers in a big way. 


exploiting this seamless hosiery. 


at least 


At least 


ten prominent New York stores, names that loom big 
in the fashion world, are not only selling but actually 


Elsewhere in this is- 
sue we print an advertise- 
ment from Best & Company, 
that this 
handles 


shows how store 


it's advertising of 


hare leg hosiery. 


Colors 


UR chart of best selling 

colors this month shows 
an ascendency of sun-tans, 
especially in the lighter 
shades. The deeper, darker 
shades of sun-tan appear to 
he reserved as a high style 
note and are worn by only a 


‘ 


few of the “smart set’? who 
can afford to be radically 
The 


tone 


different from the rest. 
skin 
Fall 

is indicated in the eight new 
the 


season hosiery colors by the 


continuation of 
shades into the season 


colors selected as new 


trade in cooperation with 
the Textile Color Card As- 
sociation. A new note is 
found in the introduction of 
the 


tones with a frost-like over- 


two of beige 


cast, a movement that is 


steadily gaining ground 
throughout the fashion world 
and a development of the ex- 
tensive use of frosted glass 
decoration. In 
Fall lines 


in modern 
some of the new 





that are about to be launched 
by leading hosiery mills, these 
overtones, sometimes with a 
metallic cast, have been given 
places of prominence. 

Viewing what is 
along in shoes, as an indication 
of what to expect in hosiery, 
a few highlights appear. 

The vogue of gun metal in 
combination with various gra- 
dations of beige and grey 
means a place for the pigeon 
shade of stocking. The com- 
binations of brown suede with 
pipings of apple green, hom- 
ard and terra cotta should 
stimulate the bronze overcast 
of beige in hose. Black shoes 
with the brown beige inlays 
should be complemented by 
the pecan shades. 

Aside from the beige or 
skin tones for Fall, grays and 
blues are being featured in 
some lines, with here and there 
a special green or wine red to 
match the new Fall shoe col- 
ors. The question of match- 
ing hosiery and shoes exactly 
appears to be sectional, the 
South and West going in for 
an exact match more than the North and East. 


coming 


tern. 


Proportions 


NEW idea in hosiery manufacture and merchan- 

dising, which may have a far reaching effect has 
been launched by at least two factors in the trade. It is 
that of different proportions in stockings of the same 
size. It has been recognized that stockings are the only 
items of apparel in which there has not been, heretofore, 
a gradation of proportions to fit variously proportioned 
women. One concern now offers stockings in four 
classifications, and another three, to give a range of pro- 
portiofis to take care of women whose limbs are not all 
cut on the same pattern. This development, at least, 
will bear close watching, and it is likely to be widely 
taken up by the manufacturing end of the business. 


Prices 


N line with the action of leading hosiery producers 

selling to the jobbing trade a couple of months ago 
in reducing slightly their prices for the new season, sev- 
eral of the leading direct-to-retailer mills, late in June 
and early in July have announced new Fall price lists 
which show slight reductions here and there. The re- 
ductions are due to lower raw silk prices as one factor, 


p pone popular seamless anklet numbers 
from the Burson Knitting Company’s line, 
with the toe closed vertically in the knitting 
operation, avoiding the cross toe seam. 

Upper left, light weight, eight end, pure silk 
upper and contrasting colored plaited sole, cuff 
and pointed heel. Upper right, light weight, 
pure wool and rayon mixture in Devore pat- 
Lower, pure silk and rayon, solid color 


and keen competition as an- 
other; reductions have been 
greatest in lower 
it is true, but as more and 
more fine gage hosiery ma- 
chines are installed the pres- 
sure of competition becomes 
greater, even in fine goods, 
Several new lines, principally 
of the all silk, narrow heel 
variety have been introduced 
to replace former lines oj 
coarser gage and with cotton 


grades, 


tops. 


Heels 


ye heels remain i) the 
novelty class. Pointed 
heels, according to reports stil] 
sell well in certain sections oj 
the country, but there is cumu- 
lative evidence of a slight wan- 
ing in their popularity, evi- 
dence of which is found in the 
giving up of a license to manv- 
facture pointed heels by one 
large concern. The low, nar- 
row square heel is being gen- 
erally adopted as the correct 
stocking for almost any occa- 
sion. Extremely low heels, 
which do not show above the top of the slipper come 
strongly into the picture as a result of the tendency t 
decorate the heels and quarters of shoes. With a decora- 
tion so carried on the shoe, any kind of a fancy hee 
spoils the effect and even a high heel reinforcement i: 
somewhat objectionable. 


Sox 


PORT ankle sox for women and children are riding 

a crest wave of extreme popularity. The buying 
activity in children’s numbers has been exceptional) 
strong, but so has production and there is some question 
in the trade if the supply, for the time being, has not 
overtaken the demand. 

The vogue for sox this Summer indicates a carrying 
over of the fashion into Winter, even more strongly that 
was the case last Winter. It is contended that young 
women, once broken in to the wearing of these spor 
sox for Summer wear will continue to wear them, ! 
wool and mixed numbers next Winter as ankle pro 
tection against the cold. 

Meshes 

Coarse net stockings have attained quite a vogue i 
both silk and lisle at present. This leads to the t!iougit 
that mesh numbers in silk, for dress, and in wool, {0 
sport, will be in the fashion picture next Fall and \\ inter 
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UGLINESS TO COMBAT BARE 


LEGS 


By R. L. Prather 


> 


E promised to supply 
some ideas for “news re- 
leases” to publishers. 


Here they are. We _ suggest 
themes, or “leads,” only. A clever 
writer can take these briefs and 
elaborate them into telling articles 
of greater length: 


suggested 


Pretty Knees Are Scarce 


A famous sculptor makes the 
assertion that only one woman in 
a thousand has a passably pretty 
knee. and that perfect ones are the scarcest things on 
earth. He states that he searched for years before he 
found a model with knees beautiful enough to copy 
into a piece of statuary he was contemplating. “A knee 
is a joint,” he says, “just as an elbow is a joint—how 
many lovely elbows are there? Knees run to extremes 
—too fat or too lean—too small or too large in the bony 
arrangement. Dimpled knees will not do for sculpture. 
The perfect one must have just the faintest suggestion 
of a patella without accenting the joint. There must 
be fat sufficient to conceal the usual knobby appearance 
at the sides without that unpleasant bulge. I see no 
reason why women should be so keen on exposing their 
knees. To me that feminine knee is about the least 
attractive part of the body.” 


Hairy Arms and Legs 


A well-known dermatologist and authority on female 
beauty thinks that women are deliberately destroying 
their greatest charm. “Exposure of the delicate skin to 
the sun’s rays may be healthful, according to some of the 
faddists,” he says, “but it is surely playing havoc with 
their beauty. Mother Nature is quick to provide pro- 
tection to parts of the body that are exposed to the ele- 
ments—cold or heat. That is- why men have beards. 
In primitive days men went out for food and women 
stayed in the caves. The cave man was as hairy as an 
ape. Animals are coated with fur as protection from 
the elements. As sure as Fate if women continue to 
wear sleeveless gowns and go barelegged in the fierce 
sunlight they will find Nature growing a protective 
coating of hair over the exposed parts. Further than 
that, women’s skins being of a finer texture, will be- 
come roughened, coarse and unlovely.” 


Sex Appeal Vanishing 


“Time was when sex appeal was taken for granted,” 
temarks one of America’s noted writers on sex topics. 
“In recent years the foolish idea has come to the fore 
that women must emphasize their sex appeal. They 


Hosiery AND ACCESSORIES 


In this, the second of Mr. 
Prather’s articles on the bare leg 
fad, he suggests definite methods 
of crrying into effect his sugges- 
tion to combat the vogue by 
stressing its ugliness. 
“news releases” or 
articles which you may induce 
your local paper to run. 
may also serve as the basis for 
either newspaper or direct by 
mail advertising 
Tue Eprror 


+ 


must have a ‘Lot of It’ according 
As if 
a pronounced display of feminine 
charm—or frankly, nakedness— 
That which 
is commonplace has no charm. 
Women should ‘artfully conceal 
what they cunningly reveal.’ Men 
are not attracted to women as they 
once were, all of them 
seem to be trying to show more 
and more bare skin. Of all the 
silly fads I think this barelegged 
one is the worst. Naked legs are so common nowadays 
that a nicely stockinged limb really has the most potent 
charm. 


to one silly woman writer. 


He gives really has any charm. 


They 


because 


Dimples? or Pimples? 

“Girls are great kidders,” commented a young man 
about town, and incidentally a great beau. “But some- 
times they only kid themselves. Take this new fad of 
going about with two-thirds of their bodies exposed. 
I can’t see what they are driving at. I like a pretty 
figure but I don’t care for it all bare. Legs used to be 
legs—and mighty attractive—before they began show- 
ing us the whole thing—and naked too. Bare arms and 
necks are all right in an evening gown but not on the 
street. Now it’s all arms, backs, breastbones, legs, and 
cuticle display wherever we go. Maybe they think their 
dimples are attractive. I see more pimples and goose 
flesh than anything else. I want my wife to have just 
a grain of modesty at least but that seems to be one of 
the lost arts. A lot of young men feel the same way 
about it, too, to hear them talk.” 


A New Queen of the Beach 


It was July at the bathing beach. Hundreds of girls 
in one-piece bathing suits, barelegged, played around 
on the sand. Bare bodies exposed to the blistering sun. 
“Getting a tan” most of them thought. Getting a burn 
was more the truth. Many young men played around 
with the girls. It was difficult to distinguish between 
the sexes because of the boyish bobs and slim masculine 
figures, all so much alike. Suddenly, a girl in one of 
the ‘‘old-fashioned” suits tripped out from the bath 
She wore a short skirt that came half down to 
her knees. Her sleeves were cut just below the shoulder 
showing a well rounded arm—just enough of it. Her 
shapely legs were encased in sheer, black, wonderful 
stockings. Her small feet were shod in dainty bath slip- 
pers with cross straps. Did the boys stampede? Yes, 
right at her. All around her. She represented some- 
thing the other girls did not. Femininity! 


house. 





Although the reproduction is too small 
to show it, the placard in the center 
of this display of bare leg hose in 

a window at Gimbel Brothers, , 
New York, carries a mighty 

good selling phrase— 

“Like Nothing at All.” 


In addition to the draped hose, several 
pairs of ankle sox, a natural comple- 
ment, were shown, along with 
boxes of the hose, each con- 
taining three pairs. Gimbel 
Brothers make a_ special 

price on three pairs 


THAPS THE WAY If LOOKS 


+ 


EMEMBER that old rhyme of years ago, more 
years than most of us care to admit, which ran 
something like this: 


Little dabs of powder 

Little spots of paint 
Make the lovely ladies 

Look like what they ain’t. 


Only today it is even more so, what with make-up 
extending over more and more area of feminine skin. 
The point is that illusion is a particularly feminine 


trait. All of which leads up to a consideration of the 
question of whether women will wear stockings to make 
their legs look bare. Of 

course they will, or perhaps 

we should say, of course 
they do. 

When such stores as B. 
Altman & Company in New 
York report the new seam- 
less bare-leg hose as the out- 
standing seller in their ho- 
siery department in June, and 
when Best & Company put 


BARE LEGS? 


Well that’s the way it looks anyway! 


+ 


the country threw aside their prejudice against handling 
seamless hose, and have put their names back of the 
exploitation of these hose, has had much to do with their 
Properly sponsored, the right kind of bare- 
The great danger now lies in 
If seaniless 


success. 
leg hose can be put over. 
the efforts to cheapen this merchandise. 
bare-leg hose are handled as novelties and care is used 


in selecting a product that is properly made by a repu- 


table manufacturer, consumer objections are easily over- 
come. 

Since these hose are to simulate bare legs, there is no 
sense or reason in picking colors that are out of the 
As indicated in Best’s advertisement, six 
sun-tan skin shades cover the 
range admirably. 

Also there is a wealth of 
thought in the idea put across 
in this advertisement that 
while acquiring a tan, these 
stockings will give the per- 
fect illusion of one. 


skin range. 


Exploitation of bare-leg 
hose can be readily hooked 
up with propaganda designed 


to keep women from wearing 





out a full page ad in Vogue, 
reproduced below in smaller 
size, it is time to do some 


no hose at all. <As_ pointed 
out by Mr. Prather elsewhere 





serious thinking about this 
bare-leg hose thing. 


in this issue, the putting 
across of the idea that bare 
legs, as such are ugly or lu- 








It isn’t a question so much 








of whether women will wear 
hose of this type as it is of 
what kind of bare leg hose 
will they wear? Prejudice 
against seamless hose is be- 
ing worn down, gradually, it 
is true, but nevertheless 

surely. The fact that some a eae 7” 
of the highest type stores in 


Important 
Only one mill in America can 
make this grade of seamless silk 
h 


after many washings. 


Di Bronette LONDON 


with Best’s new 
‘Antibes seamless silk stockings 


SIZES 8); TO 10% 1.65 ANK’L FORM'D 


TLL be weeks before you'll have a coat of tan good enough to make 
stockings unnecessary, but you can have that bareleg look right 
now! Best's Antibes bareleg stockings are the finest seamless silk 
stockings made,—sheer, clear and as daintily finished inside as they 
are outside. Spiral knit from a single “master strand” of de luxe silk, 
and tapered by a special patented process to fit perfectly at the ankle. 


Best & Co. = 


dicrous, is the best way to 
combat the bare-leg vogue. 
At the same time as fashion 
demands a bare-leg aypear- 
ance or illusion, the seamless 
bare-leg hose may be readily 
offered as a solution to the 
td Wis Soo problem. A little ex)! 
tion will return a profit 


=. ¥ 
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TANRED SKIN TONES TO CONTINUE 


Variations of Sun Tan Shades cAppear on New Fall 
Hosiery Color Card: Frosted Overtone 
«Movement Given ‘Recognition 


> 


> 





WELVE colors, 
comprising eight 
new shades and 
four repeated from the 
spring season, are 
shown on the 1929 Fall 
Hosiery Card which the 
Textile Color Card 





New Colors on Fall Card tic of the 
ONIONSKIN—CRYSTAL BEIGE—DUSKEE—AFTERNOON 
ALMORA—SABLE—ROMANCE—BISCAY NUDE 


Repeated from Spring Card 
SUNTANS—SUNBRONZEALLURE—BREEZEE 


overtone so characteris- 
beautiful 
crystals of Lalique. A 
fashionable darker 
shade in the rose taupe 
Duskee. 
These last two tones 


family is 


are suitable for wear 
with the darker blue 








Association has just re 
leased to its members. 
Advance swaiches of these colors were sent out several 
weeks ago. 

The continued fashion importance of the sun tones is 
stressed by the repetition of such widely accepted shades 
as Suntan and Sunbronze, as well as by the introduction 
of flattering new skin tones reflecting the suntan in- 
fluence. 

Of special style significance in this group is a bur- 
nished shade termed Onionskin, with a warm glow in its 
aftertone. It is so named because it is the exact shade 
of the popular French wine called “pelure d’oignon.” 
It is particularly suggested as a complement to shoes 
in the smart chocolate tone, worn with a costume of the 
same deep brown shade. 

Because of the increased attention accorded the en- 
semble theme, it was explained that the new hosiery 
colors were carefully chosen in their relation to the 
fashionable shades in costumes, millinery and shoes for 
the coming season. Suntan and darker Sunbronze for 
example, are mentioned as a fitting complement to a cos- 
tume in one of the rich darker green tones, requiring 
shoes of Autumn Green. 


EFLECTING further harmony between hosiery and 
shoes is a smart medium brown called Almora. 
This is the darkest of the hosiery shades on the new card, 
and is suggested to accompany shoes of Sierra Brown or 
Prado Brown. 

A dark tan shade more subdued in its toning, which 
will undoubtedly prove the choice of many chic women, 
is Sable. In addition to being a smart tone for the 
more neutral brown costume, it will harmonize well with 
tich sable furs. 

An extremely subtle new tint of the sandy type is 
called Crystal Beige, because it suggests the frosted 
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ensemble requiring 
Nautical Blue shoes. 

An alluring hue for the lighter suntan group is 
Romance, with a glint of sunshine in its worm yellowish 
depth. This tone is particularly lovely under evening 
lights. Biscay Nude is a very new interpretation of a 
sun shade, reflecting the rosy color of the skin under a 
light coat of sunburn. While it promises to prove a 
favorite for the evening wear, it also harmonizes per- 
fectly with the dressier type of shoe in Prado Brown 
suede. Allure is a slightly lighter and more subdued 
flesh tint retained in the fashion picture, particularly for 
evening wear. 


F* JR the more formal type of ensemble suitable for tea- 
time or bridge, Afternoon suggests itself as a smart 
hosiery tone. This deeper more restrained nude shade 
has a subtle mauvish rose undertone, and is particu- 
larly adapted for wear with Chianti Red shoes and a cos- 
tume in the same range of rich dark red. Breezee a 
a medium sand tone, is repeated from the Spring Card 
as a promising Fall shade. 

In additon to the twelve colors mentioned above, eigh- 
teen shades appearing on the Standard and past seasonal 
hosiery cards are recommended as being worthy of con- 
tinued promotion for the fall and winter seasons. These 


are: 


Champagne 
(Gunmetal 
Rifle 
Atmosphere 
Moonlight 
Dove Grev 
Sandalwood 
Pearlblush 
Light Pink 


Grain 

Manon 
Misty Morn 
Boulevard 
Lt. Gunmetal 
Reveree 
Lido Sand 2 
Mistery 
Naive 
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June lth and 12th 










f | The Date— 
i / June lth and 12th 


FASHION 


BUREAU 


The “Air Mail STREET 


will not be advertised 
This is your invitation! 


froleprool ffasiery C 
New hoch Gt 


SEVENTY per cent increase in the sale of 
A hosiery! That is what the use of air mail 
recently did for the hosiery department of 

Rich’s, Inc., of Atlanta, Ga. 

Seeking something “different” in the way of hosiery 
advertising, Rich’s this spring hit upon air mail as a 
novel way of getting the attention of the public. 

First, the hosiery to be placed on sale was carefully 
selected. Six new shades of “Sun Tan” hosiery, made 
by the Holeproof Hosiery company, were decided upon 
because of their style, popularity, reasonable price and 
general adaptation to special sales. 

Then the, date and length of time of the sale were 
decided upon. A two-day sale was selected as the best 
length of time, and Tuesday and Wednesday, June 11 
and 12, were set as the dates for the occasion. Why 
that particular time? Because it was a time when three 
classes of customers would be interested—the graduate, 
the June bride and the vacationist. And, naturally, the 
more people that would be interested, the more effec- 
tive the sale would be. 

And, third, the price was set at $1.75 a pair, or $5.00 
for three pair—a price that was felt to be popular and 
yet would yield a fair margin of profit to the store. 

Now—with these features arranged for, the next 
step was to prepare direct mail copy that would be 
effective in bringing in additional business. 

The form selected must be large enough to command 
attention—yet light enough to be sent by air mail for 
It must be striking—yet dignified enough 




















five cents. 
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BOOSTING 


nouncements, in 
blue, on thin white paper, 
11 by 17 inches in size, were 
sent by air mail from New 





Seventy Per Cent Jump 
in Stocking Volume 
Follows Use of 
Novel Publicity 
at R ich 5 


_cAtlanta 







+ 







Ten thousand of these an- 


red and 


York to Atlanta 


to appeal to the highest class of trade for the store. 
After careful consideration, the advertisement shown 
was decided upon. It was printed upon special light- 
weight paper to secure the advantage of the half-ounce 
rate. And at the same time, it was printed in two colors 
—red and blue—making it unusually attractive. Copies 
of this were mailed well in advance of the sale to 
New York. 


HEN came the task of preparing a mailing list for 

use. Ten thousand names were selected from the 
general list of the store. This contained only the names 
of credit customers in and around Atlanta who would be 
likely to attend the sale. And it contained only the 
names of those whose volume and class of trade indi- 
cated that they would respond to this sort of advertis- 
ing matter. The care with which this list was made up 
is believed by officials of the store to be partly respon- 
sible for the success of the sale. This list of names 
was, of course, sent to the office of fhe Holeproof Hosiery 
Company, in New York City. And the actual mailing 
was done from its office. 

Thus—customers in Atlanta, of a big Atlanta depart- 
ment store, had the unusual experience of gettiny a 
letter from a local firm mailed from New York and 
delivered via air mail! 

The ten thousand air mail letters left New Yor! on 
Sunday evening. On Monday morning they arrived 


in the city. And late Monday afternoon most of t'em 
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Yy AIR MAIL 


This picture of the air mail 
arriving in Atlanta 
used in Atlanta papers, at 
no cost to the store, thus 
giving the event consider- 

able free publicity 


was 


were delivered to customers of Rich’s telling of the 
Holeproof hosiery sale. 

It is interesting to note that not a line of newspaper 
advertising was used in connection with this sale. This 
enabled the store officials to keep an absolute check on 
the effectiveness of the air mail advertising for future 
use. And at the same time it demonstrated the “pulling 
power” of air mail. Yet the event was not without its 


publicity, at that. 


OCAL newspapers got wind of the event, and 
photographers secured pictures of the mail plane, 

the pilot and the mail sacks containing the ten thousand 
Rich letters when they arrived at Candler Field, Atlanta’s 
big municipal air-port. 

It was the biggest piece of air mail advertising ever 
attempted by a Southern store, it is believed. 

But—at the same time, it was one of the most success- 
ful sales ever conducted by the hosiery department. 

During the two days on which the sale was held, the 
business of the department was 70 per cent over normal 
business for the same period—a record not often 
equalled by any sort of a special sale according to store 


officials. 


OF AIR MAIL 


oo Ney Mea 


“Air mail,” says Mr. Rubin, merchandising manager 
of Rich’s, Inc., “demonstrated in this sale what it could 
do as a special sales builder. 


" HE sale was not advertised in the local papers. 
The only means people had of knowing about it at 
all was through the air mail advertising itself. Yet busi- 
ness for the two days was 70 per cent above normal—a 
showing that compares most favorably with that of other 
mediums of attracting the attention of the public. 

“In short, we are favorably impressed with air mail 
as a method of advertising. We believe that it offers 
an inexpensive yet effective method of reaching the 
public. 

“And we shall probably use air mail consistently in the 
future as a means of building business for the store.”’ 

Now—the cost of air mail for the 10,000 letters was 
$500 as compared with $200 for an ordinary direct 
mail campaign. 

But—the letters got more attention and brought in 
far more trade than 10,000 ordinary letters possibly could 
have done. Thus, from the cold standpoint of dollars 
and cents, they proved a profitable investment. 








lke 





LETTING THE PUBLIC 
IN BEHIND THE SCENES 


N order to give the general public a bet- 

ter idea of how hosiery is repaired and 
so stimulate interest in this service, Gimbel 
Brothers recently displayed a Vanitas ma- 
chine, together with drying forms and 
stockings showing runs, both before and 
after repairing. This exhibit drew large 
crowds around the show window in which 
it was installed, and at the same time in- 
creased both repair and regular hosiery busi- 
ness inside the store. The novelty of the 
new repair machines appeals strongly to the 











public at present. 
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SUMMER FANCIES— 


The newest pencil roll “imode-modeled” 
shaped foot sport sock for misses and 
women from the Westcott Hosiery Mills 
line. The foot is lisle. The toe, heel and 
roll are of contrasting color silk 


This “Step-Twins”’ double pointed heel 

from Society Maid Hosiery Company is 

more slender and of more delicate con- 

struction than the usual pointed heel. 

It is full fashioned, all silk and comes in 
10 colors and white 


A new shadow clock in red, green, blue 

and black is applied to nude, champagne, 

breeze, Lido Sand and white stockings 

by Cambria; Ernest J. Stringham & Con- 

pany, selling agents. Full fashioned, all 
silk 


This stocking car- 
ries the regulation , 

~2 Robert Reis 
narrow French 
heel, but in addi- 


c Full f 
Company have just and ii 
tion has a jacquard put out iis wert sock 7 
butterfly above the and rayon sock lish fo 
heel. It comes in os we tees Lee Wi 
black butterflies on ribbed effect and binatic 

six summer shades enide clock design and 
> —from the Rosen- oo jacquard = broides 
; The one sketched Diagon 


h ; hain C 
main Company ° 
er \ — is blue and white. new fe 
Other color com- ous CO 
mh binations are avail- ens 
able 
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AND SOME ARE 


The point of interest in this new sport 

sock is the fact that it is made of delus- 

tered artificial silk. It comes in twelve 

pastel colors with deeper toned cuffs. 

From the Conqueror Hosiery line; 
Rubens & Meyer 


A new high style semi-staple introduced 
in the Onyx line. All silk, full fashioned, 
with a new French openwork clock and 
the new narrow heel. It is offered in 
sirteen new summer shades—Courtesy 
Gotham Silk Hosiery Company 


This new silk mesh number with solid 

diamond effect has an extremely low heel 

and low foot for wear with the extremely 

low cut summer sandals. Just introduced 

into the McCallum Hosiery Company's 
line 


New _ contrasting 
clock applied to a 
Full fashioned silk misses’ rayon seven 
and lisle imported eighths hose. It 
sock with an Eng- comes in various 
lish foot from Alex colors with a wide 
Lee Wallau. Com- range of colored 
bination jacquard clocks—From Her- 
and hand em- bert Hosiery Mill 
broidered clock. 
Diagonal stripes a 
new feature. Vari- 
ous color combina- 
tions available 


Lato / i 

fF pl es 4 } 
Vas Med) | 
Rds fl | 


Sia x 
Pare. 
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A HOSIERY PARADE THAT 


MADE °EM BUY 


¢ 8 ¢ 


Two by Four Stage in Windows 


To Frank Fiala, display 
manager for the Thompson- 
Belden store, Omaha, Neb., 
Mrs. Lillian Gish, 
buyer, goes the 
credit for devising the 
“Hosiery Parade” 


and 
hosiery 


OW to sell the buy-more-hosiery idea to an entire 
city so that daily sales will be large and at the 
same time constant, rather than to have one 
stupendous sale of hose with an ensuing slump, has been 
satisfactorily worked out at Thompson-Belden store, 
Omaha, Neb., according to Mrs. Lillian Gish, hosiery 


buyer. 
Frank Fiala, display man, and Mrs. Gish have worked 


together for years on a scheme of advertising hose which 
has made the hosiery department one of the best, if not 


the best «money-making departments in the store. 
Furthermore, it has served to so acquaint Omaha women 
with the quality and character of Thompson-Belden hose 
that it has become a by-word where quality in the less 
expensive as well as the more expensive hose is desired. 

The, plan worked out in such detail has to do with a 
series of window displays and newspaper advertisements, 
with the stress laid on the unusualness and beauty of the 
window displays. 

In order to attract the interest of the stocking buying 
public the windows are trimmed with stockings used 
as the motif at least once a month. The most recent 
of these displays and one in which an unusual amount 
of interest was evidenced, was known as “The Hosiery 
Parade.” The general scheme for the window was a 
vaudeville revue with five living models, a stage, foot- 
lights and stockings of all kinds and descriptions. The 
day before the revue was to begin it was heralded by 


Did This Trick 


appropriate newspaper publicity. 

A stage four feet high and two feet wide was )uilt 
in the window. The front of the stage was fitted with 
footlights equipped with gleaming reflectors. At the 
sides, near the “wings” were placed spotlights. A heavy 
black satin curtain with gold thread outlining the cal- 
loped edges, hung from the ceiling and fell to about two 
feet from the floor of the stage. 


N front of the curtain hung a diamond cut out sign 
bearing the words, ‘““The Hosiery Parade.” The sign 
was held in place by narrow black satin cord. 

At the right hand side of the stage was a fully 
equipped dressing room, covered by a screen. Promptly 
at 2 p. m. the first of the five professional models walked 
from the dressing room onto the stage. As she did s0, 
she placed an announcement card on a stand which bore 
the name, the price, and the color of the hose she was 
wearing. This was done in turn by each model so it 
was easy for the shopper to obtain the information which 
would simplify her purchasing. 

The model walked (back of the curtain which dis- 
closed nothing but the stockinged leg from the knee 
down) to the center of the stage. The spotlights played 
on her as she turned slowly to show the shape of the 
heel; then she stood on tiptoes, held that position for a 
moment, and then suddenly came down on the ball of the 
foot. This showed the fit of the hose, how it conformed 
to the shape of the foot and leg without wrinkling, and 
it also proved the elasticity of the thread, for the hose re- 
sponded without a sign of a pull or drawing over the 
instep and heel. The models promenaded twice wear- 
ing the same pair of hose. As soon as the first was 
ready to leave the stage a second came out. This con- 
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the first then came out wearing a second pair. 
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tinued until the five had each modeled a pair of hose; 
They 
continued in this order from 2 to 5 in the afternoon, and 
from 7.30 to 9.30 in the evening. 


HE parade was scheduled for two days, but so 
much interest was evidenced in it that it was held 
over for a third day. 

A count of those who watched the parade the first 
afternoon was made by the advertising man. It was 
found that 3500 people actually stopped and watched 
the display during the first 2% hours. No count was 
made of .those who saw it 
during the evening, but it 
was estimated to be larger 
than that which 
during the afternoon. Many 
favorable comments 
made on the display by shop- 
pers aid spectators. 

“In front of the stage 
proper was a display of the 
stockings which were 
modeled in the parade. They 
were placed on T stands and 
stocking forms. The decora- 


viewed it 


were 


tions and motif of this dis- 
play was modernistic in de- 


sign, 

Within the first twelve 
minutes after the first girl 
walked out wearing the Gor- 
don V line chiffon hose sell- 
ing at $2.50 a pair, five pairs 
were sold. During the first 
half hour, 25 pairs of stock- 
ings were sold. During the 
three days in which the dis- 
play appeared in the window, 
200 pair of stockings were 
sold over and above the aver- 
age of the day’s sales. 

Included in the styles shown were the Gordon V line 
and the fleur de lis heel, sheer chiffons, semi-service, 
and service weights, the square heel in all weights, laces, 
lace nets, lace lisles, and lace clocks, sport footers, picot 
tops, bareleg complexion hosiery and all the newest 
shades including all variations of suntan. The hosiery 
display greatly aided in stimulating interest in white, 
according to Mrs. Gish. 

The display of hosiery is usually left in a window 
two days, and as there are five large windows and two 
cases, hosiery cannot be said to monopolize the window 
situation. Hosiery lends itself readily to original ideas 
for displays and is easy to work with according to Mr. 
Fiala. From the sales slips and the credit office it has 
been proved that more women make purchases of hosiery 
and hosiery alone than they make sole purchases in any 
other department of the store, he said. The advantage 
HOSIERY 


AND ACCESSORIES 


Miss Joan Crawford, movie star, believes in plenty 

of shoes and stockings. She is shown here wear- 

ing a pair of “As You Like It” hose and several 

pairs of Delman shoes which she recently pur- 
chased 


of the location in which the stocking displays are held 
cannot be denied for the back of the window forms the 
inside wall of ‘the section devoted to the hosiery depart- 
ment making it convenient and easily accessible to the 
shopper, added Mr. Fiala. 

¢ © @ 


Repairs -Aid Sales 


HAT a hosiery repair department can be made the 

source of additional income for the hosiery depart- 
ment proper was amply proved by the experience of the 
Kresge Department Store in 
Newark recently. 

For three days a demon- 
stration of their new Knitbac 
machine for repairing stock- 
ing runs was held on the 
main floor, adjacent to the 
At the 
same time a window display, 


hosiery department. 


showing stockings before and 
after repair, and a model 
Knitbac machine, were fea- 





tured in the main window. 

A nicely prepared folder, 
telling about their new repair 
department, third 
link in this hosiery repair 


was the 


demonstration. 

The 
aroused, and the many cus- 
tomers attracted, prove two 


tremendous interest 


things about hosiery repair. 
First, that there is a tremen- 
dous market for repair busi- 
Second, that the 
repair attracts 
new business for the hosiery 


ness itself. 
department 


department. 

Miss Axelroth, the hosiery 
buyer for the Kresge Depart- 
ment Store, finds that, “Where we formerly had been 
receiving 20 to 30 repairs a day the demonstration and 
display doubled our repair business within a few days, 
and it has been on the increase ever since. 

66 RANKLY, watched this demonstration 
very closely to see what reaction it would have upon 
Our attitude toward all features 


Kresge 


our hosiery business. 
of the demonstration was reflected in our instructions to 
our sales personnel. They emphasized strongly the follow- 
ing thought, ‘Now that you can have stockings repaired, 
you can well afford to buy the better, the more luxurious 
and higher-priced hosiery you have always wanted, but 
have been afraid to buy because of the run problem.’ 

“That this thought was well received was proved by 
the results in our own department, where many women 
priced-up on their hosiery buying. 





ERE is one of the most unique and efficient aids 

to developing a hosiery business by mail that has 
come to our attention. This little folder of which we 
show you the front and back, when folded, measures 
6 x 33 inches and is easily slipped into the envelope in 
which monthly statements are mailed. The front of the 
folder shows various colors in which the hosiery is pro- 
duced. This is done by special process printing. On 
the reverse side of the order blank is the address of the 
store which in this case happens to be the Kresge Depart- 


VANITIE 
full fashioned 
SILK HOSIERY 
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© 
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w 


Gente 
Also Black, White and Gunmetal 


Rees ene RD Men Pmeten Same ms Samy me nem ge 


ment «Store in Newark, N. J., along with space for 
marking whether the order is to be charged, C. O. D. or 
cash, and space for putting in the name and address of 
the purchaser. The reverse side of the front of the 
folder contains a description of the stockings by their 
numbers together with the prices. A patent on this card 
is held by the Simplex Sampling Association, Inc., of 
New York. 
5 


ERE is a brand new thought or rather smell in 
selling stockings to the up and coming trade. It 
originated in Hollywood where many of our fads and 


fancies are finding birth. If any of the real Ritzi hosiery 
departments copy this, send thanks to Chas. D. Cline 
of the French Slipper Shoppe. 

All stores are carrying the high pastel shades in shoes 
and the high pastel shades in hosiery. BUT how mam 
stores have bags of sachet tucked in the hosiery s 
that when the hose is shown, the delicate corresponid- 
ing odor is wafted to the astonished customer ? 

In the drawer where the violet stockings are kept is 
a bag of violet sachet. 
the salt ocean—in the Sea Foam Green hose. ( )rchid 
in the Orchid hose, Yellow poppy for the Yellow hos 


Wintergreen—reminding one ai 


and for the great variety of flowered shoes calling for 
a rose hued stocking, the rose sachet is used. 
Confidentially, this little scheme has been the turning 
point in selling many pairs of stockings to the younger 
element who “thought they might go bare legged again. 


Sd 


LTHOUGH the high price of silk stockings cuts 
deeply into the budget of the working girl and th 
college girl the expense must be borne, according to : 
statement made recently by Miss Lillian H. Locke oi 
the household arts department at Teachers College. 
Columbia University, after a survey of the essential re- 
quirements for an adequate wardrobe for women. 
Even the minimum clothing budget, which is 
calls for at least $24 for hosiery. 


$200, 


“A woman’s clothes, including stockings that give a 
shapely appearance to the legs, are important because of 
the way they affect the wearer and her business associ- 
ates,” Miss Locke said. “A girl must dress neatly if shi 
wishes to get proper recognition of her ability.” 


Sd 


YEING hand bags to match the costume is a1 

vation at Frank More’s, San Francisco, C: 
is making a decided impression on his clientele. 
snake in the natural shade is best suited for this pi 
Many an extra sale is made through this added 
for which no charge is made. 
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s.. )-PAIR hosiery sale, staged annually by Rosen- 
berg’s, the most aggressive department store of 





Evanston, Ill., has been one of the original promotion 
features which has placed this section at the head of 
the entire institution in volume of sales. 

This two-pair sale has been found to draw a heavier 
response than the more popularly known “three-pair” 
sale generally used by department stores. Fa 







“Women readily adopt the suggestion of having two 





pairs of hose exactly alike so that when one meets with 





an accident and is no longer wearable she can still mate 
In this 





the remaining good one with the other pair. 





way two pairs of hose can be worn until one pair is 
entirely gone and still a wearable pair remains, instead 
of two odd stockings of no good for use,” explains Miss 






Mary lait, buyer and manager in telling how the two- 
“Three pairs are too many 
Anyway, 





pair sale came about. 





stockings for many women to buy at once. 
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trom twenty cents to ninety cents is offered, depending 
upon how the store has been able to buy at market. 


“WE have a pretty good lot of boys selling shoes 

in this store,” says Miss Mossie Portwood of 
the Kennedy Shoe Co., Knoxville, Tenn., “and they all 
take such a fine interest in the hosiery department. 
After one of them has brought his customer to me, I find 
by asking a few judicious and necessary questions, the 
lady’s preference in regard to weight and size. The best 
way is not to ask her what color, but to show her the 
shade that perfectly matches her shoes. To clinch the 
sale quickly, it is a good idea to show the next shades 
lighter and darker, just to convince her that she has 
been shown the exact shade. 

“Right now is where a sales talk on the advisability of 
But after this has been 
satisfactorily settled, we don’t stop there. Most of our 
sales are of the $1.95 chiffon, so it stands to reason that 


buying two pairs alike, is made. 


most women are in the market for a service weight to 
wear mornings. Showing them one at $1.50 will add 
at least one more pair to the sales check, as the answer is 
invariably ‘That is just what I want.’ 

“The woman who is not interested in morning stock- 
ings is just the one that will listen to a talk on the new 
evening shades. Even if she doesn’t buy at that moment, 
she will come back later. 






















osiery 

Cline they don’t want three pairs alike in color. The third 
pair they want different for variety’s sake. But the 

shoes J econoniy in service of two pairs is an irresistible appeal 

many and isn’t counteracted by the thought of monotony in 

ry so fm one’s hosiery wardrobe.” 

pond- While the economy of buying three pairs of hose at 
once is the usual urge to purchase in three pair sales, 

“pt is the principal appeal in Rosenberg’s two-pair sale is the 

ne ai Mm economy of longer wearing service. However, the 

rchid | money saving element is not forgotten and a saving of 

hose 

y for 

rning 

Inger 

ain.” 

cuts 
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eo NSTEAD of suggesting only one type of 

lege sport hose at a time, R. H. Macy & Com- 

1 re- pany, New York, apparently believes that 


the average woman can be sold a complete 
wardrobe of sport hose. In the accompany- 
ing advertisement which the Macy concern 
ran in the New York papers recently, four 





ve a 


e of 





different types of sport hose were depicted, 





with appropriate selling arguments for each 
A plain lisle with Paris clock was suggested 
lor spectator sport wear, as was also a lisle 
mesh, 
golf and anklets for tennis wear. Only lisle 
hose were exploited in the advertisement. 


sOCI- 


sh 














A patterned lisle was advocated for 





Suggests Four Good Ways 


to Dress Your Legs For Sports 






| Ovker Mecy News on Pages 14 and 16) 


Left—Ideal for spectator sports 
Sheer lisle with slender Paris 
clocks . $1.84 











Right—The golfer's hose. Very 
sporty and professional looking 
Patterned lisle $2.34 


Macy's 


Lisle is the order of the sports 
world. Smart women are £ 
wearing lisle hosiery for al > 
active sports—and many wear 
lisle for spectator sports, too 
Macy’s has a wide and varied 
assortment, low priced. 












Sereet Floor, East Building 


MACY’S 














Lisle mesh—good for spectator or 
any not-too-active sport. Delight- 


MTH STREET AND BROADWAY Cunning little anklets in two con- 
trasting shades of lisle. New 


rolled tops... ..0--seeesceceee 
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JUST A BIT 
DIFFERENT 


> + 


‘Recent Hosiery Windows 
Showing Unusual 


Treatment 


S port accessories 
including a figure 
in sports costume 
give an outdoor 
flavorto this 
modernistic window 
which Arnold, 
Constable & Com- 
pany, New York, 
used recently to ex- 
ploit sport hose for 
women 
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The background and the unusual fixture mak. 
the novel window at Franklin Simon & Coii 
pany, New York, shown above. The tie up 
of harmonizing the hose, bag, shoes and 
jewelry is carried out extremely well 


























The man responsible for this window of spo) 
hosiery at Wallach Brothers, New York, evi- 
dently thought in terms of three. Note that 
three sets of three leg forms are used to show 
three different patterns, and that other pat- 
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This display at the left, from Lord & Taylor, New York, might 

well be taken as a classic example of a hosiery trim for a small 

window. A simple modern type fixture is used and the hosiery 

is merely draped over it. Shoes and bags to harmonize fill out 
the display 


Below is a more cye-smashing type of display in the Gotham 

Silk Hosiery Company's retail store on Fifth Avenue, New 

York. The large block letters are made of wood veneer. The 

French, the pointed and the double pointed heels are well 
exploited 


The beauty of the dis- 
play below les in the 
wide space between 
units and the black 
velvet background. 
The display shows a 
clever use of modern- 
istic fixtures and leg 
forms. From Lane 
Bryant & Company, 
New York 
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A Very Important Question 
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“Will the repair of these stockings 






yp be invisible, and will they be just 
ww 


7() " 
“CS as strong as ever? 





Your Women Customers 
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The Only Satisfactory Answer 
“Ves, because our repair depart- SG 
ment uses Knitbac equipment. of the 


store | 


Knitbac is the only machine method 


to post 


for hosiery repair. Knitbac repairs “— 
u 
are flawless because they are made tellige 


show 


with machine accuracy, and Knitbac “Bo 














meetin 


repairs are very strong because they decide 


ings, | 


are made with machine precision.” 


shi eS 








The Progressive Merchant esting 

extra 
Knitbac Offices 4 Knithac Offices ‘The 
Now in These Cities: ~ Now in These Cities) 4 “isplay 
4 wall c 
CHICAGO, ILL. 5 - PHILADELPHIA, PA. ne 
State-Lake Building 2 1211 Chestnut Street |) "MS f 
190 North State Street . Phone: Spruce 642? F 9 six ot 
Phone: Randolph 4994 ST. naees, 60. : racks, 

c a 
CLEVELAND, OHIO 806 Chestnut Stree he 


241 Euclid Ave. ORTLAND, ORE. 


Plow chery 4057 GOTHAM IXNEWIBAC SERVICE © 32¥oste ie, | 


LOS ANGELES; CALIF. leave : 


Union Bank Building COMPANY, INC. eee ee Comm 


8th & Hill Streets 


ini Phone: Cherry 3022 |) are bi 
erg FIFTH AVE EW YORK GA | They 
ATLANTA, GA. | They 
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66 :LLING hosiery today is not just selling stock- 


Jack- 


ings, it is selling style,” observes Mrs. E. 
son, who is in charge of the hosiery department 
of the Guarantee Shoe Store, FE] “Any 


store can sell some stockings but few take the trouble 


Paso, Tex. 


to post themselves on just what is in style and the reason 
for its predominance. 

“Customer appreciation of our efforts to give real in- 
telligent service is proved by the splendid loyalty they 
show the store, particularly our department. 

“Both my assistants and myself go into a little store 
meeting when new goods come in, so as to be able to 
Stock- 


ings, bags and garters are all bought to complement the 


decide the best way to present them to the trade. 
shoes when the shoes are bought. Oftimes some inter- 
esting combinations may be arranged that means many 
extra sales, after the merchandise is in the store.” 

The photograph gives a fair idea of the store’s fine 
| display system. Over the hosiery stock case are high 


4 wall cases. Three six-foot hosiery cases gives 18 run- 


ning feet of glass show cases. These are augmented by 


cea nese 


six other wall cases, which are in front of the shoe 
} racks. 


The authenticity of style knowledge emanating from 
) the hosiery department is such that customers invariably 
leave the color selection to the one behind the counter. 
| Commenting on this phase Mrs. Jackson said, “People 
are buying different now than they ever did before. 


They do not come to our department any more to ask 
to be shown stockings. Instead the greeting is “‘What’s 


new ?” 
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SELLING STYLE 


antee Shoe Store of El Paso, Tex. 


ing hosiery, bags and garters, are set up throughout the store. 








Style is the dominating 
factor in the success of the hosiery de- 
partment, shown at the left, a part of the Guar- 
Plenty of unit displays, link- 


roa 


““Names of colors do not mean a thing to the average 


woman. We find it simplifies matters to classify the 


new colors into two “Sun-burn” shades and 


“Skin” 
ing the hose to the back of the hand usually 


groups, 
tones. All persons do not tan alike, so match- 
solves 
thé shade question. Incidentally, it pleases the customer, 
who has never been sold the proper shadings through 
this means before. 

“We always talk bags and we always show bags, fot 
bags are just as much a part of the costume as the shoes 


We 


try to carry different bags from anyone else in town. 


are, consequently the bag business is always good. 


These are watched 
Many 


times a few high style bags will be bought that we know 


Many daring novelties are carried. 
very closely and are merchandised fast and hard. 
won't be merchandised profitably. What seeming loss 
is taken on these goods we feel is more than made up by 
the prestige gained through being shown as a shop that 
always has the very new items.” 

An inquiry was made of Mrs. Jackson as to how she 
The 
answer was quite illuminating: “We have to be just a 


managed to keep just one step ahead of her trade. 
bit wiser than the young folks on style. That’s a pretty 
behind a counter 
Now, I 
little girl to take care of and a little home to keep 


big contract to start with. Just being 


selling hose does not mean a thing. have a 
up, yet in spite of all those duties I set aside one eve- 
ning a week to read and study the fashion magazines 

the RecorpeR and your Hosiery Section. It isn’t a 
case of being posted; it is more one of being better 


posted.” 






















Style 21X—All silk fine gauge 
chiffon, sheer as mist. Rich 
purple picot top, slenderiz- 
ing pointed heel, silk plaited 
sole, 4-thread lisle heel and 
toe. 25 popular colors. 
Selling in quantity. $7.75 


Style 24X—Pure thread silk 
service hose. Smart new 


French heel, 3-inch lisle top, 
silk plaited sole, 4-tchread 
heel and toe. A decidedly 
profitable number, gainingin 
volume daily. 25 correct, dis- 
tinctive colors. $8.00a dozen. 








AVORITES 
with the Ladies! 
The 4. Volume Sellers in Dollar Hose 


Everwear’s 4 dollar- . 


winners—the hose that 
start a habit, that build 
up a following! See for 
yourself the quality, the 
smartness, the dur- 
ability of these pop- 
ular hose reflected in 
increased new business 
and in the maintenance 
of new high averages of 
repeat sales. Women 
find them slenderizing 
—enough said! Orders 
filled from fresh stock 


the same day received. 


THE EVERWEAR HOSIERY 
COMPANY 


MILWAUKEE, WISCONSIN 


pio ciety 





Isr WITH the LATEST | 
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Style23 X—Rapidlybecomir 
America’s leading dolla 
hose. Extremely fine gaug 
all silk service weigt 


Style 905— Misses’ and small 
women’s fine gauge all pure 
thread silk service hose. Blue 
picot top, pointed heel, silk 
plaited sole, 4-thread lisle 
heel and roe.8'2t0 9% only. A 
volume seller. 15 seasonable 


plaited sole, 4-thread lisie 
heel and toe. 25 popularsur 
mer colors. $8.00 a doz 
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THE COLOR TREND 


AS REPORTED BY LEADING MAKERS AND SELLERS 
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ALLEN—A HARRIS MOJUD 
1. Naturelle 1. Naturelle 1. Dueotone 1. Atmosphere 1. Atmosphere 
2. Shell 2. White 2. Eperney 2. Naive 2. Naive 
3. Atmosphere 3. Shell 3. Indian Skin 3. White 3. White 
4. Sun Burn 4. Bambon 4. Bambon 
5. Turf Tan 5. Evening 5. Lido Sand 
BLUE MOON 
1. White 1. White 
2. Flesh 2. Sun Tan 
3. Grain 3. Flesh HOLEPROOF REALART 
4. Sun Tan 4. Grain ” 
~— 3. Aumeghee I. Grain 1. Grain 1. Sun Tan l. - Tan 
2. White 2. White 2. Ochre 2. Sun Burn 
3. Champagne 3. Champagne 3. Nu Tan 3. Ochre 
CORTICELLI 4. Blond d’Or 4. Claire 4. Breezee 4. Allure 
"=" 1. Nude 5. Claire 5. Blond d’Or 5. Eggshell 5. Nu Tan 
2. Pastel Nude 2. Bisque 
3. Pastel Gray 3. Pastel Nude 






HOLLYWOOD ROSENHAIN 






DEXDALE 









1. Nude 1. White 1. Lido Sand |. Lido Sand 
1. White 1. White 2. White 2. Flesh 2. Hoover Tan 2. White 
2. Samoa 2. Samoa 3. Pearlblush 3. Pearlblush 3. White 3. Atmosphere 
3. Harmony 3. Harmony 4. Atmosphere 4. Hoover Tan 
4, Bubbles 4. Bubbles 5. Nude 5. Nude 
5. Charmante 5. Moderne 





KRAMER HOSIERY CO. 

































GOLD MAID 1. Charmaine 1. Charmaine oe 
2. Champagne 2. Champagne SOCIETY MAID 
1, Atmos lle : an 
? ime — 4 Sun tan 3. Mirage 1. Autone 1. Autone 
ms ; Champagne 2. Mistery 4. Mirage 4. Sun Tan 2. Mirage 2. Mirage 
Is oe 3. Sun Tan 5. Allure 5. Misty Morn : Weis 3. Grain 
- 4. Sun Tan 4. Grain a rs 
: 5. Grai 5. All 4, Grain 4. White 
sle » Ufa +. o “elie 
al In 9 ure 5. White 5. Naive 
KRUEGER-TOBIN 
GOTHAM 
Ls 1. Eggshell 1. Lido Sand 
2 ce Tan : Grain 2. Lido Sand 2. Sun Tan TITANIA 
4 cme 2. Seasan 3. Sun Tan 3. Allure 
“ Creole Tan 3. White 4. Pastel Parch- 4. White i. Breese . nearggsnaae 
4. Seasan 4. Sun Tan ment 2. Atmosphere 2. Grain 
5. Magnolia 5. Atmosphere + 5. White 5. French Nude sd 3. Grain 3. Breeze 





HOSIERY AND ACCESSORIES 








[118] 








RADICAL departure in the manufacture and mer- 

chandising of hosiery has been announced by the 
Brown Durrell Co., which will hereafter offer stockings, 
not only in sizes but in four different widths, lengths and 
The settling upon four classifications, each 
different in length, width and proportion came as the 
result of a long and exhaustive investigation into the 


proportions. 


stocking needs of American women, during which 
thousands of women were measured and their proper 
stocking requirements determined. The various classi- 
fications have been named “Petite,”’ “Princess,” “Regal” 
and “Splendide.” 

This new stocking service is announced as the “Indi- 


and will be merchan- 


9? 


vidual Proportioned Stocking, 
dised under the “Gordon” name. 

J. C. J. Strahan & Company, at the same time an- 
nounce the “Custom-Tailored Stocking,” in which three 
different leg proportions and lengths have been applied 
to each size in hosiery, under the classifications of 
“slender, “medium,” and “full.” 


XY 


The new retail stores which the Gotham Silk Hosiery 
Company and the Gotham Knitbac Service Company 
have opened at 508 Fifth Avenue, New York City, rep- 
resent the acme of modern store design. In design the 
entire store front is treated as a tremendous sunburst, 
with alternating rays of black marble and bronze radiat- 
ing from a central oval which represents the Gotham 


trademark. Modernism in design—one of America’s 
greatest contributions to architectural art—is here 


utilized in a restrained and pleasing manner. 


A most interesting effect is obtained in the vestibule. 
Here, alternate tones of chrome-plated bronze are ap- 
plied in a steadily mounting design which culminates in a 
glorious bronze and ground glass chandelier, whose 
light is caught by the myriad facets of the entire dome. 

The window arrangement is quite unique and interest- 
On the Gotham Hosiery Shop the window can be 
treated either as a large unit or can be divided into 
separate segments for individualized display. Thus a 
series of separate displays of individual styles or colors 
can be utilized, or a general display, using the entir 
window space can be properly handled. The Knithac 
window is divided into two separate sections, in one oi 
The larger 


ing. 


which a machine and operator are featured. 
section of the Knitbac window features an illuminated 
ground-glass panel upon which various incidents, all 
of which end up in a stocking run, will be painted. 
The Gotham Hosiery Shop will be utilized as a model 
The counter arrangement, <isplay 


successful 


retail hosiery outlet. 
ideas, and many other valuable hints for 
hosiery selling are scientifically designed to aid Gotlian 
dealers throughout the country.* In design and arrange- 
ment the woman purchaser has always been kept in mind 
and the store today represents the ultimate in retail 
stores. 

The Knitbac Shop will be this company’s effort to 
familiarize the country’s retailers with the ideal arrange- 
ment for handling hosiery repair business profital)l) 
Knitbac will have on the second floor of this building < 
model production department showing in great <etail 
just how production on the Knitbac machine can be best 
attained. 
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City, well known throughout the hosiery trade for its 


facture and market under its own name and through 
its own salesmen, ali of its dip dyed numbers. 







sig ita 


The third and fourth floors of the building at 508 Fifth 
Avenue will be utilized as executive offices for Gotham 
Knitbac Service Co., Inc. 


The Corticelli Silk Company announces that effec- 
tive July 1, 1929, Krueger-Tobin Company of New 
York City, becomes sales representative for all Corticelli 





DP ingrain silk hosiery. 


‘ various style and sports lines in fine imported and domes- 
‘tic hosiery, is to act as sales representative for Corticelli 
© ingrain silk hosiery throughout the United States. The 


lary, and Paul Lenk, Supervisor of Equipment of the 


made a trip by a new Standard Airplane from Paterson, 


Krueger-Tobin Company, 2 Park Avenue, New York 


Corticelli Silk Company, however, will continue to manu- 


The new packing of the ingrain styles will combine 
the brends and trade names of the two organizations 
under the name Corticelli-K-T-C silk hosiery. Ship- 
ments of Corticelli ingrain hosiery to the trade under 
the new arrangement will be made direct from the 
Corticelli mills at Florence, Mass., the same as hereto- 
fore. 

The styling of the ingrain numbers, designing of new 
numbers, and all the merchandising policies for the com- 
plete ingrain line, will be handled by Krueger-Tobin 
Company. 

Clarke Tobin, president of Krueger-Tobin Company, 
states that the Corticelli K-T-C line will strike a new 
style note in the ingrain field. The line will be based on 
quality, featuring fine jacquards, 51 and 45 gage chif- 
fons. A new mill superintendent, one of the best in- 
grain men in the country, will take charge of production 


XY 


Samuel A. Goldberg, president of the Gold Maid 
Hosiery, Incorporated, Chicago, sailed June 22 on the 
Samaria with his wife, daughter, and son for a three 
months’ trip to Europe, combining business and pleasure. 


XY 


Norman Cohn, former Eastern Sales Manager for 
the Phoenix Hosiery Company has been appointed Gen- 
eral Sales Manager for the company and is now making 
his headquarters in Milwaukee. 


XY 


George W. Wilcox, former vice-president of the 
Combine Hosiery Corporation last week was elected 
president to succeed the late George J. Healy who died 
on April 17, Gilbert W. Douglas, former secretary, was 
tlevated to the vice-presidency and F. R. Kingham, who 
has been treasurer of the corporation since its forma- 


immediately. 


tion in 1926 also assumes the office of secretary. 


XP 


Reinhard C. Huettig, president; F. R. Huettig, secre- 


Paterson Mutual Hosiery Mills, Inc. on Friday, June 7, 
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KRUEGER-TOBIN CO., Inc. 
2 PARK AVENUE, NEW YORK 


“ Style Originators and Sports Hose Creat: 7s” 
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The Fairy Forms in this display are 
“Thi Hi’ and “Ne Hi.” “Tht Hi,” 
at right, sells for $9 apair. ‘“‘Ne Hi’ 
at $6 a pair. 


Hosiery Sells Better 


zuhen Fairy Formed 


ND why? Life-like, well-balanced 

and poised with striking grace, 

Fairy Forms attract attention and 
create a desire—for your hosiery. 


Just a glance at the illustration is 
sufficient to tell you why hundreds of 
retailers are using Fairy Forms to help 
them sell hosiery. Fairy Forms take 
displays out of the ranks of the ordi- 
nary and make them distinctive. The 
raised heel makes them exceptionally 
useful for displaying hosiery with 
heel patterns. Shoes of standard 4B 
measurement can also be shown on 
these unique forms. 

A specially weighed toe that permits 
the form to stand without additional 
support, attractive flesh tints and easy 
washability are other exclusive fea- 
tures of Fairy Forms that add to their 
effectiveness. You can secure them 
from your jobber or direct from us. 

Made in “Ankle Hi,” “Calf Hi,” 
“Ne Hi” and “Thi Hi” models for 
women’s hosiery and in the “Calf 
Hi” model for displaying men’s 
socks. 


SHOE FORM CO. Inc. 
Auburn, New York 


Notice the effec- 
tiweness when 
used to display 
shoes with ho- 
siery. 


FAIRY FORMS ARE PROTECTED BY AMERICAN AND FOREIGN PATENTS. 
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N. J. to Reading, Pa. They visited the Textile Machine 
Works for the purpose of placing a contract for fine 
gage full fashioning machines. The trio returned to 
Paterson by the same airplane the same day, making the 
return trip of 125 miles in one hour. Paterson Mutual 
Hosiery Mills, Inc. are thé manufacturers of Ruby king 
and Mutual silk hosiery. 
XY 


Kramer Bros., New York, makers of Trimfit | lose. 
announce the opening of a Chicago office in the Jackson 
Franklin Bldg. This new branch office has been estab- 
lished for two purposes; it will serve as operating head- 
quarters for the Kramer Bros. salesmen covering th 
Middle Western States and a display room for the com- 
plete Trimfit line for the convenience of buyers in that 
territory who are in Chicago more often than New York 
This new step makes the third branch office to be opened 
by Kramer Bros. In addition to their New York head- 
quarters, offices are now maintained in Boston and i 


XY 


Edward Schept, who formerly covered the Jersey 
territory and prior to that was in charge of one of the 
mills for Julius Kayser & Co., has now been advanced 
and is assisting in the management of the Hosiery Pro- 
duction Department. This department is still under th 
supervision of Ralph H. Baruth, who was made General 
Sales Manager of the business. Mr. Schept through his 
selling and mill experience, is particularly adapted for 
his new duties due to his contact with the trade and also 
his knowledge of manufacturing. 

Robert Wersba, who for the last three years was 
associated with the Luxite Silk Products Co. as Eastern 
Sales Manager has also joined Julius Kayser & Co. and 
will call on the larger stores in New York, Philadelphia. 
Baltimore and Washington, with the company’s hosiery 


line, exclusively. 


Anticipated growth of the Interstate Hosiery Mills 
Inc., recently formed through the combination of the 
Finery, Lansdale and Brilliant mills, has reached a point 
where in order to keep up with the demand for its 
products additional machinery is now necessary. Th 
present expansion is to be made at the Brilliant plant 1 
Bloomfield, N. J., where machines now on order will b 
installed very shortly. 

During the first frve months of 1929 interstate sale: 
increased nearly 30 per cent over the same period las! 
year. An interesting fact is that the greater part of thi 
gain has been made in the company’s Finery Coral l}an¢ 
business, which is its trade marked line. 


XY 

The X-L System Hosiery Repair, Inc., New York 
announces an expansion program. The X-L System, 
which began modestly only seven months ago, has a: 
ready installed six additional Knitbac machines tv hat- 
dle their rapidly growing business. 


Los Angeles. 
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